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Ss PRODUCTS look pretty on Products without eye-appeal are 
the counter. Some look pretty — getting /ess and less counter display 
—because retailers know their stuff. 


But wherever foods are sold, 


bad. How do your products look? 
Can they be seen in every appetizing 
detail? Do they stop the passing 


products in Cellophane are sétting 
crowd? 


pretty... and selling pretty fast, too! 
DU PONT CELLOPHANE CO., INC., 350 FIFTH AVE., NEW YORK CITY 





TRADE MARK 


e ophane 


“Cellophane” ts the registered trade-mark 
the Du Pont Cellophane Co., Inc. 









































BUFFALO Machines help to assure 


uniform fine quality in the produc- 
tion of Forst’s Formost Sausage 


There is a direct connection between the sausage products shown 
at the top of this page and the sausage machines pictured here. 
Jacob Forst Packing Company, Kingston, N. Y., know from experi- 


ence that, in addition to selected meats, good seasoning and proven 


formulas, it takes the right machinery to process high grade sausage 


profitably. That is why the manufacturers of Forst's Formost Sausage 
have been consistent BUFFALO users for many years. 


JOHN E.SMITH’S SONS CO. 


50 BROADWAY, BUFFALO, N. Y.. U. S. A. 


CHICAGO OFFICE: 11 Dexter Park Avenue, Union Stock Yards, 
Phone Boulevard 9020 
“BUFFALO” Self-Emptying WESTERN OFFICE: 2407 South Main Street, Los Angeles, Calif. 
Silent Cutter CANADIAN OFFICE: 189 Church Street, Toronto, Ontario 


NEW YORK OFFICE: 360 Troutman Street, Brooklyn. N. Y. 
Phone Pulaski 5-4664 


“BUFFALO” Meat Grinder “BUFFALO” Air Stuffer “BUFFALO” Meat Mixer 


BUPFALO 


QUALITY SAUSAGE MAKING EQUIPMENT 











Photo courtesy of Kingan & Company 


Sausage needs this 
Extra protection 


WRAPPER that is insoluble as well as grease-proof means a lot when it comes to 


packaging sausage. For sausage necessarily contains a high percentage of mois- 
ture. This moisture would be disastrous to an ordinary wrapper. But Patapar is insoluble. 
It keeps its full strength no matter how much you wet it. Moisture will not seep into its 
folds and cause it to tear. It keeps the contents safe and well protected. o That’s why 
Kingan & Company are using Patapar as an inner wrapper for their All-Pork Sausage. 
Note the clean, nice appearance of the package above. No moisture nor grease has 
leaked through. No messy stains appear on the outer bag. It looks fresh and appetizing. 
Patapar is insoluble! e Your product, too, may need this extra protection. Why not let us 


send you samples and prices of Patapar? When writing tell us the nature of your product. 


Paterson Parchment Paper Company, Bristol, 

Pennsylvania. Sales Branches: 120 Broadway, Patapar 
New York; 111 West Washington Street, é 
Chicago; 74 Rincon Street, San Francisco. THE POPULAR NAME FOR PATERSON VEGETABLE PARCHMENT 
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Daily Market Service 
(Mail and Wire) 


“THE NATIONAL PROVISIONER 
DAILY MARKET SERVICE” reports 
daily market transactions and 
prices on provisions, lard, tal- 
lows and greases, sausage ma- 
terials, hides, cottonseed oil, 
Chicago hog markets, etc. 

For information on rates and 
service address The National 
Provisioner Daily Market Serv- 
ice, 407 S. Dearborn St., Chicago. 
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ne of the most annoying problems you have to face, 
as a maker of real quality sausage, is the competition 
of concerns without reputation, standards or conscience. 


When you make a quality line of bologna products, 
and your salesmen report that the dealers are buying 
10c stuff—just what can you do about it? How can 
you stop unprincipled retailers from substituting inferior 
sausage when consumers ask for your brand? 


Here's a suggestion: Make your product LOOK differ- 
ent than the cheap stuff! 


a 
Put your name and brand on the “TEE-PAK” cas- 
ings—the 10c fellows can't copy that. Dealers 
can't substitute inferior sausage and tear down 
what you have taken years to build up. 


Nameless products all look alike to the con- 


NT 
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sumer and to the dealer. That is why we recommend 
that you display your brand on the “TEE-PAK” cas- 
ing. Then the consumer belongs to you, not to the 
dealer. And the repeat business belongs to you, not 
to whoever happens to quote the lowest price at the 
moment. 


The list of high grade manufacturers using “TEE-PAK” 
casings, labelled with attractive designs created by 
our Art Department, reads like the Blue Book of the 
packing industry. When you make good 
sausage, and are bothered by cut-price 
rivals, let us suggest a design which will 
lift your product high above this profit-less 
competition. 


TRANSPARENT PACKAGE COMPANY 
1019-1025 West 35th Street, CHICAGO, ILLINOIS. 


Reg. U. S. Pat. Off. 
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PETERS EOUIPRENT GIVES V 
Detter ackag ing 


AND PAYS FOR ITSELF THROUGH SAVINGS! 
é 


Competition cracking down? 
Here's a way to beat it, and 
cut your costs at the same time! 


Install a unit of the sturdy, speedy PETERS 

Junior Model Packaging Machinery. The 

ange Fon ag ny _ PETERS Junior Forming and Lining Machine 
handles 35 to 40 cartons per minute and the 


PETERS Junior Folding and Closing Machine 
matches this production capacity. These two 
machines, with a single operator, will exceed the 
production of SIX girls working by hand — and 
do a better job. Real money and space savers 
for smaller plants or those working on many sizes. 

Automatically fed PETERS Senior Carton 
Forming and Lining Machine with PETERS 
Senior Folding and Closing Machine will pro- 
duce 60 completed packages per minute. Per- 
haps hard to believe but absolutely true, in 
one plant an installation of a unit of this equip- 


PETERS Junior Forming 


pry Paar Heme on ment released 10 to 14 persons for more pro- 


ductive work and produced savings figured at 
over seven thousand dollars per annum over old 
methods — and vastly improved the quality of 
the work, besides. Any PETERS Machine can 
be run separately or in tandem. 


The list of PETERS users in the meat packing 
industry includes every progressive packer. There 
must be a reason! Our engineers will gladly 
visit your plant, study your problem and make 
recommendations — without obligation on your 


PETERS Junior Folding and part. Write today. 


Closing Machine 


* 


PETERS MACHINERY CO. 


4700 Ravenswood Avenue, Chicago, Illinois 
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CANADIAN BACON 
e@ An old 


favorite gone modern with a 


oe? : . 
LE . finer flavor and unusual sales 
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appeal! Packaged and 
processed in its ‘‘VISKING”’ 


showcase. 
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THE VISKING CORPORATION 


Capitalize on 
“impulse buying” by letting 
women SEE your product in 

“VISKING” casings. 


Women are ever searching for something tasty, 
different, new—a ‘“‘change”’ from the round of ordinary 
dishes. That’s why you hear them say so often... “‘And 
give me some of THAT.”’ 

One of the greatest attributes of a ‘““VISKING”’ 
casing is that it attracts attention to your product 
by displaying it so tastily, so appetizingly that it is 
irresistible. 

Since all women are “‘impulse buyers’’—give 
them the impulse to buy your products by showing them 
at their best in ‘““VISKING”’ casings. 


Baek 7S gE Eo OO OT Ont ere 


Over 70 patents issued by the United States and Foreign countries 
are owned by The Visking Corporation with many more pending. 
Purchasers of ““VISKING” casings are licensed by The Visking 
Corporation to practice some of their patented processes during the 
preparation of food products when packaged in ““VISKING”’ casings. 
However, licenses do not extend to the use of these patented proc- 
esses in the preparation of products not to be packaged in 
“VISKING” casings. 





pee ViIDKING CORPORATION 


SGiguowee : SIXTY-FIFTH STREET*CHICAGO - ILLINOIS 
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There was a right curious crowd at the Sixth Annual Packaging Show held in New 
York last month, and a lot of them asked us the same questions. Perhaps you, too, 


are curious on one or two of these points —so here are the answers. 





Question: 


“Where can [ get a good design for my tin 
container without spending a lot of money?” 
Answer: 

Continental maintains a large staff of compe- 
tent designers whose services are available 
to any manufacturer. Just let them have a 
sample of your present container and they'll 
be delighted to analyze your problems and 
offer suggestions for redesigning. 


We —_ 


OG 


“I have a hunch that a different shape would 






Question: 


make my package distinctive, or that some 
sort of an easy opening gadget or unique 
closure would give my container a competi- 
tive edge. Where can I get advice on that 
sort of thing?” 

Answer: 


The Continental Development Department 
spends its days, and many sleepless nights, 
solving problems of just that sort. They are 
the boys who dug up the one-hand opening 
and closing gadget that is selling a heap of 
Pebeco tooth powder—and developed the 
famous Cap Sealed beer can with the easy- 
opening, easy-pouring features that give it 


such a competitive edge. The facilities of 
this department are available to anyone. 





Question: 


“Why should I use lithographed cans instead 
9°? 


of paper labels? 
Answer: 


Because the rich lasting beauty of an attrac- 
tively lithographed container implies quality, 
has eye-appeal, and in every way does a 
better selling job. Your brand name is 
permanently affixed to a container which 
frequently has a secondary use in the home. 
It does not mar or tear, is water-resistant 
and virtually stain proof. To many manu- 
facturers the substitution-proof feature of a 
lithographed container whose label cannot be 
changed is a mighty important factor. 





Question: 
“Could you make a can for my bird seed like 
the Whoofis Company uses for sodium per- 
borate?” 

Answer: 


Of course! We manufacture a complete line 
of tin containers in every conceivable size, 
shape and style—from tiny ointment cans to 


110 Ib. lard drums. 


The answers to those questions explain why Continental is able to render a complete packaging service 


CONTINENTAL CAN COMPANY 


NEW YORK 
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MAY WE HELP YOU WITH YOUR PACKAGING PROBLEMS? 
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DELECTABLE MEATS IN 


Printed SYLPHRAP 


(Reg. U. S. Pat. O 


“Quality’s Best Attire” 


Identify your meat products by wrapping them in 
Printed Sycenrar—transparent cellulose—the 
Aristocrat of Transparent Wraps. 


SYLVANIA INDUSTRIAL CORPORATION 


SYLPHRAP DIVISION 


122 EAST 42nd STREET NEW YORK GITY 
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Lixate brine is better brine—better in quality and 
better in economy of production. The increasing 
number of users of the Lixate Process for Making 
Brine proves this day after day. Meat packers wel- 
come this pure, fully saturated brine in the pickling 
vats. Tanners, canners, dyers, every type of pro- 
ducer that requires pure, clear brine, appreciates 
the high quality and three-fold economy of the 
Lixate Process. 


The Lixate Process for Making Brine has always 
effected savings in the cost of handling the salt, 
in the production of the brine and in handling 
the brine after production. The operation of the 
Lixate Process is entirely automatic. Night and 
day the Lixate Process produces brine of uniform 
salinity which can be piped to any part of your plant. 


An International sales-engineer will be glad to call 
at your plant, to discuss your problems about the 
production and use of brine. At your request, 
International will send you— without cost or 
obligation—the Lixate Book. It is complete with 
illustrations of many successful Lixate Process 
installations, and additional information about the 
Lixate Process. INTERNATIONAL SALT Co., INC., 
Scranton, Pa., New York, N. Y. 


Illustrated is another successful installation of the 
Lixate Process. At the plant of Jacob Forst Packing Co., S A LT C @) | N C 
Kingston, N. Y., Lixate brine is used for packing meats. o7 bad 
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Where Cleanliness Depends on Smoothness 


There is not a seam, not a crack or crevice in the 
entire Hackney seamless bilged barrel. There is not 
a bolt or rivet. The interior surface of the barrel 
itself is smooth and free from uneven spots. This 
smoothness is an assurance of cleanliness. 


The chime is particularly wide, and leaves no spot 
for rust or residue. In Hack- 
ney barrels or drums with 





brazed arch chime there is corresponding freedom 
from hard-to-clean crevices. 


Cleanliness is only one important feature of Hackney 
barrels and drums for packers. Consider the 
uniformity of wall thickness, ease of opening and 
closing, the leakproof tightness, and the great strength 
with light weight that means long life, low cost and 
ease of handling. 


PRESSED STEEL TANK COMPANY 


208 S. La Salle St., Room 1187, Chicagoe 1365 Vanderbilt Concourse, New York e673 Roosevelt Bidg., Los Angeles ¢6635 Greenfield Ave., Milwaukee 
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Meat in the Food PICTURE 


@ Study of Retail Outlets and Merchandising 
Trends Needed—Part That Packaging Plays 


"Te RETAIL FOOD STORE 
is the important link in the merchandising chain 
from the meat packing plant to the home kitchen. 
It is the one point where housewives are introduced 
to packers’ products. 

It is also the place where other foods — most of 
which are direct competitors of meat — make their 
bid for public favor and consumer acceptance. 


Consumers’ food buying habits have changed con- 
siderably in the past few years. One sign of this is 
the gradual replacing of the butcher shop and the 
grocery store by the store in which a full line of 
foods is handled. The housewife prefers to do all 
her food shopping under one roof. 
It saves time and effort. The new 
food store set-up, therefore, is ad- 
vantageous for both retailer and 
consumer. 


Other Foods in the Picture 


That the trend toward general 
food stores has been helpful in in- 
creasing per capita consumption 
of meat is questioned by some 


MEAT IN THE BACKGROUND. 
Modern food stores seem to relegate the meat 
department to the rear. 

This scene shows how competing foods are 
given the first chance to catch the eye of the 
customer, while it takes a long walk to get 
back to where the meats are. 

By that time there may be little left of the 
housewife’s food dollar! 


merchandisers. In the general food store all 
foods are brought into closer and keener competi- 
tion with meat. Likewise, of course, meat: is here 
offered the opportunity to influence the housewife 
in its favor at the expense of other foods. 

The thoroughness with which packers and other 
food processors and manufacturers have analyzed 
general food store conditions and changing consum- 
er buying habits, and the efficiency of their efforts 
to capitalize on these changes, probably have de- 
termined the extent to which sales have been in- 
fluenced toward or away from meat. 


But the general food store is here to stay. It will 

























continue—for some time to come, at 
least—the chief retail outlet for meats 
and other foods. If it is to be the focal 
point of meat merchandising, it would 
seem profitable for the meat packer to 
give more than casual attention to the 
manner in which his products are han- 
dled in it. 


Meat in the Background 


Unfortunately for the meat packer, 
the general food store often is arranged 
with the meat department in the rear. 
To reach it the housewife must walk 
the length of the store. And from the 
front entrance to the meat cases are 
many attractive and appetizing displays 
of other foods—cheese, soups, spaghetti, 
macaroni, beans, etc.—all clamoring for 
attention and appealing to the eye. 


How effectively these food displays 
function in stopping the housewife and 
influencing her to purchase—and they 
are planned for this one purpose—may 
determine whether or not she ever 
reaches the meat department, and how 
much of the daily food budget remains 
with which to purchase meat. 


This is but one of the new merchan- 
dising situations the meat packer is up 
against in the general food store. 


Packers Do Not Follow Through 


Packers are criticized frequently be- 
cause their merchandising fails to fol- 
low through—because too often a trans- 
action is considered closed when an 
order has been delivered at the retail 
store. A sale actually is completed, 
these critics say, when the products 
included in the order are carried out of 
the store by housewives. Therefore 
the packer should have an interest in 
conditions which are influencing retail 
meat sales, and he should plan accord- 
ingly. 

Merely delivering products to a retail- 
er, and leaving to him the important 
task of getting them into consumption, 
no longer fills the merchandising need. 


How his products are displayed, how 
they are regarded by both retailer and 


housewife, how the packages 
compare in attention getting 
value with those of other 
foods, and the efforts made 
by dealers to influence house- 
wives to purchase his brands 
—these are among the fac- 
tors which determine the 
number of sales made. 


Merchandising Problems 
to Solve 


That the new merchandis- 
ing trends have increased 
problems of packers and re- 
tailers is not seriously ques- 
tioned. In large measure 
these problems are mutual. 
Certainly there is no con- 
flict on one point—both are 
interested in selling as much 
product as possible at prof- 
itable prices. 


Retailers have done a bet- 
ter job than packers in solv- 
ing their merchandising 
problems, by capitalizing to 
a greater extent on changed 
consumer buying habits. They have 
improved store lay-outs and methods, 
cut selling costs, increased sales per 
employee, made their stores more in- 
viting and convenient, and adopted 
methods to attract more customers and 
build greater good will. 

The packer has not changed his fun- 
damental merchandising policies in a 
generation. If packer and retailer are 
partners in distributing meat, then it 
would seem it would be a progressive 
move for the packer to take retail store 
problems and conditions into account 
when formulating his merchandising 
policies, and make whatever efforts may 
be necessary to bring them into step 
with those of the retailer. 


Competition for Food Dollar 
Growing 


Certainly there is much of merchan- 
dising value to packers in a knowledge 
of consumer buying habits and trends, 


PACKAGES TO THE FRONT. 


Attractively - packaged food items give 

housewife an impulse to buy the minute 

enters the store. Stacked up in an i 
pyramid, she cannot get by them. 


and in the facts to be gained from a 
study of the retail store. Retail mer- 
chandising surveys and retail store sell- 
ing experiences contain many facts on 
which packers can capitalize. 


No one knows better than the retail- 
er, for example, the keen and growing 
competition among all foods for a great- 
er share of the consumer’s food dollar— 
for his store is the front on which the 
struggle for consumer preference is 
being waged. 

Food advertising in the newspapers 
and over the radio to build consumer 
demand and good will is increasing. 

New food products and brands are 
coming on the market almost daily. 
These are fighting for a place in the 
sun. 


Display Helps. to Sell 


The retailer, because of consumer de- 
mand created by advertising, or for 
other reasons, is forced to stock many 
of these new foods and brands. The 
mere fact that the number of products 
the retailer is being forced to carry is 
growing considerably has had a tremen- 
dous influence on his methods and on 
food merchandising generally. 

The average food store today stocks 
in excess 6f 3,000 items, and this num- 
ber is growing. 

Several years ago a point was reached 
where retailers and their clerks found 
they no longer had time for construc- 
tive selling. They therefore turned to 
better store layouts and displays to ac- 
complish automatically what they were 
unable to do personally. 


Products were: brought out from un- 


HERE MEAT GETS A SQUARE’ DEAL. 


In this modern food store the meat department 
is at the front, with various meat items in am 


attractive variety of packages or wrappings. 
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der counters and down from shelves. 
Aisles and counter displays became the 
rule. For the first time in the food 
store the consumer was brought into 
contact with the stock. 


Importance of Eye Appeal 


The new arrangement and methods 
not only conserved the time of the store 
personnel, but also cut selling costs and 
made shopping a more simple and con- 
venient matter for the housewife. But 
more important from the merchandising 
angle was the discovery that the more 
products were displayed, and the more 
attractively they were offered for sale, 
the more the housewife bought. 


This fact is today the motivating 
force in the modern, up-to-date retail 
food store. Displays are continually 
being made bigger, better and more 
attractive. The eye has become the 
most important factor influencing food 
sales. 

To appreciate why this is so it is 
necessary to consider the housewife and 
her shopping methods. Today she does 
two kinds of buying— 


How Housewife Buys Food 


1.—PLANNED. Made with definite pre- 
vious intent. A housewife will plan to 
purchase a packer’s brand only if she 
has been “sold” on it. She may pur- 
chase no meat on occasions if the urge 
to switch to some other foods is strong 
enough. Merchandising to build con- 
sumer demand and good will is made 
with planned purchasing in mind. 

2.—IMPULSE. Purchases on impulse 
are made without previous intent. A 
housewife may go into a store to buy 
a sirloin steak, and is reminded by 
products on display that she needs sup- 
plies for the childrens’ lunch. She 
notices sausage and packaged cheese, 
both of which “look good.” She may 
buy one or the other, depending on the 
appeal each makes to her. 


In planned purchasing the housewife’s 
mind is made up when she enters the 
store. In impulse buying the “zero 
hour” is when her eyes fall on a needed 
or usable product. The sale hangs in 
the balance until the attractiveness of 
the package and the product decides it. 


Decisions Made in the Store 


More and more food buying decisions 
are being made in the store. The house- 
wife depends on the displays to help 
her decide what she will buy. More and 
more it is becoming important to the 
packer that he plan to get his share of 
these impulse sales. 


In a recently-completed survey on im- 
pulse buying investigators were placed 
in food stores over a wide area, and 
actual purchases by housewives were 
noted and recorded. As the customer 
left the store she was shown the list 
and asked: 


1—“How many of these items were 
on your original shopping list? 


2.—“How many did you buy after 
entering the store?” 
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MEAT VISIBILITY. 


Four popular products—pure pork sau- 
sage, Canadian style bacon, sandwich 
loaf and smoked ham — in printed trans- 
parent wrappers. (Photo Du Pont 
Cellophane Co.) 








The results of this survey were sum- 


marized by Le Roy B. Steele of Du Pont 
Cellophane Co. at the last convention 


of the Institute of American Meat 


Packers as follows: 


Three-fourths Buy on Impulse 


1.—75.1 per cent of the women con- 
tacted bought one or more items on 
impulse—items which were not on the 
original shopping list, or purchase of 
which was not planned in advance. 

2.—Of these 75 per cent who did some 
of their buying on impulse— 


a.—86.1 per cent bought on impulse 
one-fifth or more of their pur- 
chases, ranging down to 16 per 
cent who purchased on impulse 
one-half or more of their pur- 
chases. 


b.—70.5 per cent bought on impulse 
one-fourth or more of their pur- 
chases. 

c—51.9 per cent bought on impulse 
one-third or more of their pur- 
chases, 

d.—28.6 per cent bought on impulses 
two-fifths or more of their pur- 
chases. 

This indicates, it was pointed out, that 
impulse buying accounts for a substan- 
tial proportion of food purchases. 

3.—Considering this entire group of 
consumers and their total purchases, 
24.1 per cent of the items bought were 
on impulse—nearly one out of every 
four items. 

4.—66 per cent, or two-thirds of all 
items purchased on impulse, were on 
display. 


This latter observation checks with 
another similar survey conducted re- 
cently. A group of typical food store 
products showed an average sales in- 
crease of 43 per cent when put on dis- 
play, with individual products running 
from 32 per cent to 52 per cent. 


Retailers Favor Attractive Package 


Influence of the wrapper or package 
on impulse buying is tremendous. 


Retailers were asked what influences 
impulse sales. Their replies: Attrac- 
tiveness, 72 per cent; reminder, 39 per 
cent; unusual value, 21 per cent; appe- 
tite appeal, 41 per cent; price 45 per 
cent; urge by clerk 20 per cent. 


Packages with eye appeal, therefore, 
have the best chance of getting their 
share or more of “impulse” sales. 


This is true not only because house- 
wives pick out products in attractive 
packages, but because the retailer is 
inclined to favor the best looking and 
most attractive containers in the matter 
of display. At least 59 per cent of 
retailers interviewed admitted this is 
their practice. Of the remainder, 22 
per cent said they favored the best- 
looking packages occasionally. 


Impulse buying also largely accounts 
for the recent increased interest food 
manufacturers are showing in wrapping 
and packaging, the many new outstand- 
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ECONOMICAL FRANK CARTON. 


Many plans are in use for identifying 
and packaging frankfurts. Here is how a 
California packer — Cornelius Bros., Ltd., 
Los Angeles—soived the problem. Carton 
is printed in red only. Company trade 
mark appears on cut-out top flaps and on 
sides. Ends carry names of product and 
company. 

A parchment band holds the franks in 
place in the carton. The main purpose 
in this case is to enable the housewife to 
identify the product. This style of carton 
does this economically and efficiently. 


ing food containers making their ap- 
pearance, and the intense competition 
to secure eye appeal that is resulting. 
The out-of-date wrapper or package 
simply does not have a chance. It is 
at a disadvantage that no degree of 
high quality in the product can com- 
pletely offset. 


Meat packers whose packaged meat 
volume is stationary or slipping might 
well look for the reason in their efforts 
—or lack of them—to build consumer 
good will and influence planned buying, 
and to their wrappers and packages to 
determine whether or not they are at a 
disadvantage in the retail store. Are 
they being passed up by the housewife 
for others more attractive? 


Packaging Important in Sales Plan 


In the old days the packer who pro- 
duced high quality products could be 
reasonably sure of his markets. Today 
quality is less important as a merchan- 
dising factor, because it is the rule 
rather than the exception in identified 
meat products. The consumer takes 
that for granted when she buys pack- 
aged meats. Today business is going 
to the firm that makes the most effi- 
cient efforts to get it. 


Viewed in this light, packaging be- 
comes a detail—though a very impor- 
tant one—of a broad merchandising 
plan. Attention, or lack of it, to pack- 
aging might not make or break a meat 
packer. But it is a factor which re- 
quires serious consideration, and which 
must be handled efficiently if merchan- 
dising efforts are to be in balance. 

If sales can be influenced construc- 
tively by modern packages they must 
also be influenced adversely by out-of- 
date containers. If one packer gains 
business by being up-to-date, others lose 
it because they are not equally pro- 
gressive. 
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One packer’s dog food sales increased 
100 per cent in stores which, as a test, 
were furnished display racks designed 
to stand in or alongside aisles. Another 
packer almost doubled canned sandwich 
spread sales with an unusual display 
container for counter or showcase. A 
third packer materially increased dog 
food sales by producing a %-lb. can, 
and calling attention of dog owners to 
it with displays and advertising at 
point of sale. 


How Containers Boost Sales 


On the theory that the retailer is 
liable to favor in displays those pack- 
ages he considers the most attractive 
and appealing, and that products so 
favored have a sales advantage, a pack- 
er consulted with both retailers and 
consumers when redesigning his con- 
tainers. His own opinions were not a 
factor in the final decision. Sales have 
increased substantially since the new 
design was put to use. 

Another packer who recently rede- 
signed his packaged line is specializing 
in window displays. The time to influ- 
ence the housewife, he thinks, is before 
she enters the store and is confronted 
with dozens of eye-appealing food pack- 
ages. He also attempts to have his 
products displayed attractively inside 
the store. 


The combination of new packages and 


window and within-the-store displays is 
bringing him a handsome return for the 
money being spent in these merchandis- 
ing activities. To get results in this 
manner, he says, containers and dis- 
plays must measure up in attractiveness 
with those of other foods. Half-way 
measures, he believes, would not pay. 


A Means to An End 


These are but a few of the activities 
packers are carrying on at point of 
sale in connection with modern con- 
tainers—the efforts they are making 
to cash in on consumers’ buying habits 
and retail food store conditions as re- 
vealed by numerous surveys and studies, 
Discussion of even a few of the sales 
possibilities rarely capitalized on to the 
fullest extent by packers would require 
several times the space available in one 
issue of THE NATIONAL PROVISIONER, 
The packer who plans his merchandis- 
ing efforts without an understanding of 
them must necessarily overlook good 
selling bets. 


Wrappers and packages are but 
means to an end—the sale of more meat 
products at better average prices. They 
are being developed to high levels of 
design and effectiveness as a result of 
study of consumer reactions, and be- 
cause of the need to meet increasing 
competition of package foods which is 
today so clearly evident. 


TELLS USER HOW TO GET BEST COOKING RESULTS. 


Detroit Packing Co., Detroit, Mich.. utilizes its hotel pack wrapper to advise bacon 
users how to cook the product to secure best results. (Kalamazoo Vegetable 
Parchment Co.) 
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Apoine Sales Appeal 
TO SOLID BACON PACK 


UILDING consumer demand is be- 

coming more and more a matter of 
packages or wrappings, advertising and 
good-will. The packer who wraps or 
packages his products most attractive- 
ly, and who lays the best advertising 
and publicity foundation’ for them, is 
the packer who will get best volume 
and profit results. 


Importance of the package factor 


“THAT REAL 


~ r, ’4 
SMOKY FLAVOR 








brands, so far as quality was concerned, , 


the hotel buyer was influenced by con- 
siderations of package novelty, con- 
venience and eye appeal. Forty or more 
packers are now using this new “hotel 
pack” for sliced bacon. 


Suiting Package to Hotel Needs 


Sliced bacon for hotels, clubs, res- 
taurants, institutions, etc., was at one 


THIS BACON WRAP IS HANDY FOR THE HOTEL CHEF. 


Printed parchment wraps in this form make a convenient package for hotel or 
restaurant use. Sheet is laid printed side down, }/2 or 1 lb. of bacon placed on it, 
ends folded over in manner shown, and package placed in a fiber container for 
shipment. (Designed by Kalamazoo Vegetable Parchment Co.) 

This method of packing bacon for the hotel and restaurant trade eliminates 
need for weighing or touching the product with the hands when unpacking — 


conveniences that build good will. 


was demonstrated recently in a hotel 
account. A packer had been furnishing 
the hotel with bacon for a good many 
years, and suddenly lost the account. 
No fault was found with the product 
or the service. The switch was influ- 
enced entirely by the package and the 
method of packing the bacon. 

The packer who secured the business 
had given attention to providing a more 
attractive and convenient package. As 
there was no choice between the two 
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time merely placed in a paper-lined 
wooden box or fiber carton without 
much regard for order. The package 
was messy in appearance, and to re- 
move and weigh a quantity of bacon 
was inconvenient and messy. 

The next step in refinement of the 
hotel pack was to place the bacon in 
the container in %4-lb. or 1-lb. layers. 
Appearance of package was improved, 
but there still remained the difficulty 
and objections of handling and weigh- 


ing bacon slices out of the container. 

Then some one conceived the idea 
ef separating the layers with parch- 
ment paper. With this arrangement a 
layer of slices could be removed from 
the container with one movement, and 
the bother of weighing was eliminated 
—a convenience which saves the chef’s 
time and temper and builds good will. 


Using Printed Parchment 


A recent development of the hotel 
pack has been to use printed instead of 
plain parchment sheets to separate the 
%-lb. or 1-lb. layers. Length of the 
sheets also has been increased, so that 
ends can be folded back to cover the 
slices. Use of these longer sheets has 
further simplified handling of sliced 
bacon in the hotel kitchen, and perhaps 
of equal importance, the printing is a 
continual reminder to the chef of the 
brand of bacon he is buying. 


Using these printed parchment sheets 
is simple. They are placed, printed 
side down, on a table, the bacon in %- 
Ib. or 1-lb. units is placed on them, and 
the sheet lifted and placed in the ship- 
ping container. Printed ends are then 
folded back over the slices. 

Each unit of bacon, to all intents 
and purposes, therefore, is in an in- 
dividual wrapper. A layer of slices can 
be removed from the shipping contain- 
er without touching the bacon or soil- 
ing the hands. And because each layer 
is weighed when placed in the contain- 
er, reweighing is not necessary. 


CHEESE IN VENTED CAN. 


Vented can—which excludes air but 
permits gases generated during ripening 
and curing to escape—is the newest 
package for cheese. Used with liner of 
parchment to keep cheese from contact 
with the tin, this type of container insures 
flavor and mellowness. 

Two sizes of these vented tins, used by 
the Interstate Associated Creameries, 
Portland, Ore., for American cheese are 
shown. Vent is in top of can. Cheese is 
canned fresh, and cures naturally in can. 
(Photo Paterson Parchment Paper Co.) 
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SMART NEW PACKAGE FOR 
CHICKEN TAMALES. 
Label is printed in 5 colors. Can is opened by 


cutting around side wall at bottom. Product is 
wrapped in 30-lb. parchment printed with 





name of company and product. (Photo Pat- 


Pacxacine Builds Consumer 
‘Demand FOR TAMALES 


AMALES are a meat specialty 

growing in public favor. Territory 
in which this product was comparative- 
ly unknown. a few years ago is now con- 
suming large volume, while sales are 
increasing in areas where it has been 
on the market for some time. 

Despite this expanding market, how- 
ever, competition is keen. New brands 
are coming into competition with estab- 
lished lines. 


While advertising and better mer- 
chandising would be profitable, many 
packers are engaging in little such ac- 
tivity at this time, because of the still 
rather narrow outlet. They appear to 
depend on high quality product offered 
in an attractive way to build consumer 
demand, since tamale buying is largely 
limited to “impulse” sales. 


Better Appearance Increases Sales 


One packer who has been increasing 
tamale volume at a more rapid rate 
than the average gives most of the 
credit for this to a better-appearing 
product, the result of a change in pro- 
cessing and packaging methods. 


Formerly the tamales were cut 
square at the ends, wrapped in corn 
husks and packed in brine in glass con- 
tainers. Results, from appearance and 
appetite appeal standpoints, were not 
all that could be desired. One of the 
principal objections was that particles 
of corn husk, meat and corn meal would 
break loose and float in the brine or 
deposit at the bottom of the container. 
These particles appeared to be sediment 
of foreign substances, and of course de- 
tracted from the sales appeal to the 
housewife. 

Formula was not changed, but crink- 
led parchment was substituted for the 
husks, and the corn meal portion of 
each tamale extended over the ends, so 
that the meat was not visible, and the 
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tamales processed in a gelatine solu- 
tion which partially solidified when 
cool. Appearance was thus improved, 
sufficiently to influence many more 
housewives to purchase this brand. 

While good appearance of tamales 
processed in tins is not a factor in “im- 
pulse” sales, or in inducing a house- 
wife to give the product a trial because 
it “looks good,” it is an important con- 
sideration in favorably influencing the 
housewife when the can is opened, gain- 
ing her good will and encouraging re- 
peat sales. 


A Packers’ Practice 


The desire to improve the appearance 
of canned tamales has been one of the 
important reasons for the rather wide- 
spread substitution of parchment for 
corn husks. Other considerations have 


erson Parchment Paper Co.) 


been the high tensile strength of parch- 
ment, which it retains after processing, 
its ability to carry a printed message— 
a recipe, for example—to the house- 
wife, and its greater cleanliness. 

The E. N. Stidd Co., Portland, Ore., 
uses a smart package for chicken ta- 
males which has received favorable 
comment. The put-up is a can of 10 oz. 
net weight, with a distinctive label in 
yellow, blue, orange, red and green. 
Can is opened by cutting side wall near 
bottom at a spot indicated by a dotted 
line, whereupon contents slide out in- 
tact. 


Parchment wrapper bears the name 
of the company and the product. When 
the tamale is removed from the wrap- 
per it is firm and full flavored, having 
been kept perfectly sealed from any 
contact with the can. Thirty-pound 
parchment is used. 


Milani’s, Seattle, Wash., uses a simi- 
lar pack, the tamales not being wrapped 
individually, but all together in a parch- 
ment wrapper gathered together and 
tied at top and bottom. Net weight of 
contents is 9 oz. Many other packers 
are understood to be adopting a similar 
pack for canned tamales. 


When parchment is used for tamales 
packed in glass it generally is the cus- 
tom to wrap each tamale separately. 
Some packers use parchment a little 
wider than the tamale is long, so that 
the parchment may be twisted at each 
end. Others prefer parchment only as 
wide as the tamale is long, so that ends 
of the tamale may be seen. 





FIRM AND FULL FLAVORED WHEN TAKEN FROM CAN. 


Parchment wrap for tamales impresses housewife with cleanly manner in which 
product is handled, and aids in retaining flavor by keeping tamales from contact 
with the can. (Photo Paterson Parchment Paper Co.) 
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DispLay Container Design 
Builds SALES VOLUME 


ACKERS sometimes complain that 

dealers fail to use display contain- 
ers—that contents are removed and 
placed in showcase and container 
thrown away. 


Any packer might well be concerned 
when a customer does this, not alone 
because of money loss represented by 
destruction of container, but also be- 
cause of loss of sales resulting from 
less attractive display of his products. 


A Midwestern packer recently made 
an investigation to determine why some 
retailers fail to make use of display 
containers. Lack of appreciation of the 
sale value of display cartons was a 
factor of minor importance, he found. 


Dealers Take Their Pick 


Most retailers would like to use every 
sales aid that comes to them, but lack 
of showcase space often prevents. With 
space at a premium, these dealers are 
forced to choose those display cartons 
which they believe have greatest at- 
tention-getting value, and they discard 
those which seem to them to be less 
attractive. 


Further investigation was made to 
determine just what styles and designs 
of display cartons are favored and used 
by retailers who find it impossible, be- 
cause of crowded showcase conditions, 
to use all such containers they receive. 
He found that retailers definitely give 
preference to those which feature in 
natural color illustrations of product 
cooked and ready to serve—particularly 
if the display top is of the cut-out type. 


These containers, most _ retailers 
agreed, do a considerable part of the 
selling job for the store clerk. They 
save his time and influence the house- 
wife much more effectively than he 
ever could hope to. 


Do the Selling Job 


Suggestions by retail salesmen, em- 
ployment of cartons printed with strong 
word messages, and use of striking 
color displays on the box are leading 
methods of inviting buyers to make 
purchases. Meat dealers, however, de- 
clare that none of these approach the 
effectiveness of the picture of the pre- 
pared dish. 


It is not difficult to reason that a 
housewife’s taste sensations cannot be 


THESE DISPLAY CONTAINERS ARE 
NOT THROWN AWAY. 


moved by color, eloquence or well-pre- 
pared reading matter as quickly or as 
surely as by visualization of a food deli- 
cacy ready to be consumed. 


Much credit for developing this ap- 
petite-appeal idea must go to the 
Sutherland Paper Co., Kalamazoo, 
Mich., which has made a special study 
to create cartons that influence sales 
of meat products by suggesting appe- 
tizing goodness with cut-out top dis- 
play boxes. With extensive experience 
in designing cartons for a large variety 
of merchandise it has been in a position 
to do some comprehensive research 
work in counter display cartons for 
meat packers, seeking especially to or- 
iginate cartons which impress meat 
dealers because of their ability to bring 
in sales. 


Make Impulse Sales 


Pictured on this page are some coun- 
ter display cartons which have remark- 
able records for increasing sales. They 
are sturdy, easily set up, and have 
proved their ability to catch the house- 
wife’s eye and make sales. 


Success of the “appetite-appeal” type of dis- 
play container depends on ability of the ar- 
tist to create a true likeness of the product 
cooked and ready-to-serve. Dealers find they 


help sales. 


A remarkable feature of this type of 
carton is its pull on the “spur-of-the- 
moment” buyers. Food shoppers today 
are not adhering strictly to a budget, 
as was frequently the case a few years 
back. The result is these cartons place 
their products first in line to receive 
consideration for those two or three 
additional purchases which had not been 
included on the shopper’s original list. 


Design Creates Appeal 


Success in this type of selling, of 
course, is in the ability of the designer 
to create a really appetizing picture— 
one that compels the housewife to im- 
agine the product on her own table. 
Such popular and palatable combina- 
tions as sausage and waffles or wheat 
cakes, bacon and eggs, and others are 
attractively set out on these carton 
counter display boxes. Designers col- 
laborate with research men in studying 
food merchandising and developing car- 
tons for food manufacturers with a 
powerful selling capacity. 


GUMMED METAL TAPE 


Metal foil strips with gummed back 
for easy and quick application to pack- 
ages are being used by some packers 
for package decoration or to increase 
attention-getting value. The strips 


may be applied to such packaging ma- 
terials as glass, paper or cardboard. 








(loth BaGs As 


MEAT (ontainers 


RINTED cotton bags were among 

the first containers to be used for 
meats; for some purposes they are 
more popular today than they ever 
were. In view of the increase in types 
of containers and packaging materials, 
and importance of eye appeal in meat 
sales, the fact that the cotton bag is 
today carrying to market more prod- 
uct than ever before speaks well for its 
ability to protect its contents and in- 
fluence sales. 


WEIGHS AS IT STUFFS. 


Use of measuring gauge on stuffer in- 
sures weight accuracy when stuffing pork 
sausage meat into cloth bags. 


Yroducts most generally marketed in 
cloth bags are those filled into contain- 
ers from the stuffing machine, includ- 
ing bologna, pork sausage, liver sau- 
sage, luncheon meats, cervelat, sand- 
wich loaf, etc. One advantage of this 
container is that it may be obtained in 
any size or shape desired—round, ob- 
long, square, heart-shaped, etc. For 
product to be cooked in retainers after 
stuffing, bags of the proper size and 
shape for molding are available. 


Bags for greasy product, such as 
pork sausage, are lined with parchment 
to prevent seepage to the outside of 
grease and moisture. Bologna bags 
usually are round or square. Bags for 
luncheon meats, head cheese, etc., are 
often made in odd shapes to catch the 
eye and influence sales. 


Some packers prefer to use printed 
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bags. Others think best sales results 
are secured by using plain bags to 
which are affixed colored labels. 


Recent Improvements 


A recent improvement in meat bag 
manufacture—one designed to reduce 
closing time and cost—is the sewing 
during manufacture of the open end, 
except for a distance in the middle of 
the seam sufficient for insertion of 
stuffer horn. In addition to speeding 
up, closing operations at the stuffing 
machine are simplified. 


For consumer packages it has also 
become quite common to stitch bags 
along the side seam with a chain stitch. 
The suggestion, “To remove contents 
cut tying string and unravel chain 
stitch starting at the top,” often is 
printed on the bag as a convenience for 
purchasers. 

For shipping dry salt and frozen 
meats parchment lined burlap bags are 
a real economy. In these bags the 
parchment is cemented to the burlap 
in such a manner that separation does 
not occur, even during the roughest 
handling. These bags weigh less than 
a pound and cost about one-half as 
much as a wood box of equal carrying 
capacity. 


SALES VALUE IN SIMPLICITY 


If attractiveness and eye and appe- 
tite appeal are worth anything in a 
1-lb. lard carton, that of the J. H. Belz 
Provision Co., St. Louis, Mo., should 
be an outstanding sales aid, for it has 
all of these qualities in large measure. 

The accompanying illustration of this 
carton shows the ingenious manner in 
which the eye is attracted to firm and 
product names, and the way in which 
these are tied in with appetite appeal 
through use in natural colors of illus- 
trations of baked foods in which lard is 


PLENTY OF EYE APPEAL. 


Body of this lard carton is canary yellow 
and panel is bright blue. Four different 
appetite-appealing illustrations are used, 
one on each side. (Carton designed by 
Sutherland Paper Co.) 


used as an essential ingredient. 
But there is strong eye appeal in the 
color combination. Body of the carton 
is canary yellow. Panel bearing “Belz” 
and “Pure Lard” is bright blue. At 
the left of the panel, in red script large 
enough to be easily read, but not suffi- 
ciently conspicious to detract from the 
main features of the design, is the 
phrase “Makes an Ideal Shortening.” 


Simplicity of design and absence of 
all “gingerbread,” superfluous lettering 
and attention-detracting features are 
principally responsible for the pleasing 
effect, and the sureness with which the 
eye picks out important features of the 
design. 


Each side of the carton carries the 
same design, with the exception that a 
different baked food—cherry pie, dough- 
nuts, baking powder biscuits and choco- 
late layer cake—is shown in each in- 
stance. This idea of using different 
appetite-arousing illustrations gives 
variety to displays of the carton. 


EARLY PACKAGE RETAINS POPULARITY. 


Parchment-lined cloth bags are popular containers for pork sausage meat in many 
sections of the country, particularly in the South. Modern methods of printing get 
some very attractive results, as shown in these Vissman and Fischer bags. Cloth 
bags in conventional and special shapes are also used in large quantities for 


many ready-to-serve products, including luncheon meat, bologna, etc. 


{Photo 


Bemis Bag Co.) 
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New Sausage Products 
S 


Packaging Ideas Stimulate 
Development of New Items 


OW packaging has developed con- 

sumer demand and favorably in- 
fluenced meat sales by making it pos- 
sible to offer products to housewives in 
a more sanitary, appealing and appetiz- 
ing way is well known to every packer 
and sausage manufacturer. There is 
another interesting angle to packaging 
and meat sales less frequently dis- 
cussed. This is the influence of con- 
tainers on new product development. 


New product development has been 
greatest in the sausage, meat specialty 
and ready-to-serve meat groups, under 
the stimulus of many package and con- 
tainer manufacturers. For example, 
during the past 18 months The Visking 
Corp., Chicago, has used natural color 
illustrations in business publications 
featuring products that can be given 
new appeal by “dressing up” according 
to Visking standards. Among these 
products were: Liver sausage, souse, 
cottage butt, de luxe loaf, Canadian 
bacon, fancy loaf, “NoJax’” frankfurt- 
ers, pressed ham, salami cotto, liver 
loaf, jellied tongue, etc. 


Another development was the adapta- 
tion by Visking of the skinless frank- 
furter idea to a skinless smoked break- 
fast sausage. Popularity of this item 
will carry the breakfast sausage sea- 
son far into the warmer months, be- 
cause smoked breakfast sausage will 
keep more readily and has built up a 
steady demand. The carton used is 
particularly noteworthy and may pre- 
sent some ideas to the trade for novel 
packaging. 


New Meat Loaf Idea 


Another package development is the 
“loaf application.” This constitutes a 
method for inserting finished meat 
loaves into Visking casings, giving 
added protection to the product, iden- 
tification and eye appeal. The equip- 
ment utilized is very simple and is 
made by the Ham Boiler Corporation, 
Port Chester, N. Y. 


Another packaging development was 
the announcement of the formal intro- 
duction of Visking fibrous sausage cas- 
ings. In an interview with one of the 
executives of The Visking Corp., the 
following statement was made: 


New Container for Sausage 


“The industry has long awaited de- 
velopment of a sausage casing having 
the characteristics of Visking fibrous 
casings, one that can be handled under 
the most severe conditions and will not 
break—a casing that will insure abso- 
lute uniformity to the finished product 
at all times, and because it will not 
stretch readily will insure the proper 
density to the sausage. Printing and 
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identification is facilitated, since there 
is no distortion due to stretching in 
processing. The casing may be pricked, 
if desired. It may be used in wire 
cages or forms without fear of break- 
age. It is economical because it can 
be handled with greater speed and has 
a high stuffing capacity.” 

The company publishes a formula 
service which is offered without charge 
to customers. It contains full informa- 
tion regarding all new products and 
packaging ideas, together with illus- 
trations. 


Pacxacine Smoked Ton gue 


MOKED beef tongue is a popular 
meat specialty bought by a class of 
consumers who are not apt to quibble 
much about price, providing the product 
meets their idea of quality. It is, 
therefore, one which lends itself to pack- 


(Photo Du Pont Cellophane Co.) 
ATTRACTIVELY PACKAGED. 


Wrapping smoked beef tongues in printed 

transparent cellulose increases eye and 

appetite appeal and sales. Consumers 
are willing to pay more for product. 


MAKE A HIT WITH THE HOUSEWIFE. 


In the group of packaged sausage products 
shown here are head cheese, loaves of vari- 
ous kinds, pork sausage, frankfurts, bolognas, 
liver sausage, Canadian style bacon, butts, 
chili con carne, cervelat and salami. 


aging, and which will command a high- 
er price in proportion to the result the 
package gives in eye and appetite ap- 
peal. 

Packers have appreciated these facts, 
and considerable thought has _ been 
given to smoked tongue packaging. 
Some difficulties were encountered, how- 
ever, because of the size of the tongue 


.and the desire for visibility. 


In some cases cutting the tongue in 
half lengthwise and wrapping each half 
in printed transparent cellulose has 
been tried. Sliced tongue in 1-lb. 
printed transparent cellulose wraps has 
also been tried. 


One of the most successful methods 
of packaging tongue is that used by 
several large packers. The tongue is 
trimmed carefully, the tip folded back 
against the base, and the tongue 
wrapped in printed transparent cellu- 
lose. Eye and appetite appeal are im- 
proved considerably by this treatment. 


This package has demonstrated defi- 
nitely that it will increase sales. Some 
retailers report that when smoked 
tongues wrapped in printed transparent 
cellulose are well displayed in the show- 
case sales have been increased as much 
as 100 per cent. Others say sales in- 
creases range from 25 to 50 per cent. 


Another packer formerly applied a 
printed label to smoked beef tongues 
and marketed them unwrapped. A trial 
shipment of folded tongues wrapped in 
transparent cellulose was so favorably 
received by both retailer and consumers 
that his entire output of this product 
is now offered for retail sales in this 
manner. Until his supply of printed 
labels is exhausted this packer will use 
unprinted cellulose, placing the labels 
underneath. When the labels are used 
up printed transparent wraps will be 
substituted. 
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Glass CONTAINERS 
FOR MEAT 


ROWING importance of “eye ap- 

peal” as a food sales factor in 
the retail store is influencing many 
packers to re-study their packages. 
Glass containers always have been pop- 
ular with packers for certain products 
—sliced dried beef and pigs feet, for 
example. Some meat merchandisers 
have held, however, that the meat in- 
dustry has not used them to the extent 
it might have. 


Some packers’ experience confirms 
this. One meat canner, the greater 
quantity of whose production is mar- 
keted in cans, also puts up in glass a 
certain proportion of each product. This 
packer’s volume of sales of meats in 
glass is not large, but he believes it is 
“velvet”—that his volume has been in- 
creased by the extent that impulse 
sales have been created. 


Tests in retail stores bear this out. 
Display racks with which retailers can 
show glass-packed meats in aisles, and 
stands for showcases and counters, are 
now being considered to display glass- 
packed products still more attractively. 


The packer who investigates glass 
containers will find an intriguing va- 
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riety of shapes, colors and designs, and 
should have no difficulty in choosing 
types that are distinctive. The bever- 
age glass type, plain or decorated, and 


EYE APPEAL IN GLASS CONTAINERS. 


Packers looking for distinctive containers find 
a variety of sizes, shapes and colors in glass, 
Closures of many kinds, plain and printed, are 
also available. Glass containers are being 
used by some meat canners to attract “im- 
pulse” sales. (Phcto White Cap Co.) 


suitable for re-use, should be an invit- 
ing container for many meats. Attrac- 
tive closures are also available. 


More care than sometimes is shown 
might be used when planning labels 
for glass containers, one packaging ex- 
pert has pointed out. Particular atten- 
tion should be given to secure harmony. 
Inasmuch as the product is visible, its 
color must be considered when labels 
and closures are planned. 





PACKAGED BRAINS SELL BETTER 


Packaging helps William Focke’s 
Sons Co., Dayton, O., to sell to retail 
stores all the beef and pork brains 
produced in the plant. Formerly, ac- 
cording to U. G. Focke, secretary of 
the company, “this product was a dead 
issue except on requested orders.” 


The manner in which this delicacy 
is now offered for sale is shown in the 
accompanying illustration. One pound . 
of brains is wrapped in transparent 
cellulose and placed with the cellulose 
fold down in a pint wooden berry box. 
Six of the packages are packed in a 
pasteboard carton for shipment. 


Dealers have been getting 2c lb. more 
for brains in this new package, due to 
the better display they are able to make 
and the more attractive appearance of 
the product. As the brains are sold 
by the package the dealer suffers no 
loss through shrink. 


BRAINS PACKAGED FOR RETAIL SALE. 


Product is wrapped in transparent cellulose and packed in pint berry boxes with 
the cellulose fold down. Six boxes are packed for shipment in a cardboard carton. 
(Photo Du Pont Cellophane Co.) 
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Outer TRANSPARENT /Vrap | 
Protects AGAINST SOILING 


LAIN or printed transparent wrap, 

used over parchment or cartons, 
gives additional protection and adds 
to attractiveness, preventing soiling of 
package during shipping and from han- 
dling. 

Packers’ policies differ when using 
this outer wrap. Some prefer to use 
a printed parchment wrapper, with an 
outer wrap of plain transparent cellu- 
lose. In other instances plain cartons 
or wrappers and a printed transparent 
outer wrap are the rule. For Christ- 


The sheet of greaseproof on the chili 
con carne protects the product, while 
retaining visibility, thus adding to at- 
tractiveness of package. This wrapper 
was printed in four colors by the 
Daniels Manufacturing Co., Rhineland- 
er, Wis. 

In addition to the greaseproof sheet, 
this wrap is also available in plain 
white moisture-proof and in a special 
sheet of rancidity-retarding old gold. 
The latter was developed especially for 
use on meat. It is fully transparent 


TWO USES FOR TRANSPARENT WRAP. 


An outer wrap of transparent greaseproof is used on the bacon carton to guard 
against soiling. A by-product is accentuation of carton colors. Greaseproof in 


four colors is the sole wrap on the chili con carne. 


This wrapping material is 


also available in moisture-proof and rancidity-retarding sheets. The latter is old 


gold color. 


mas gift packages, particularly, spe- 
cial printed transparent wrap over 
regularly printed wrappers and pack- 
ages make very attractive packages. 
After the holiday season the outer wrap 
may be removed from gift packages 
unsold, and products continued in stock 
without need for rewrapping. 

An example of the use of transpar- 
ent wrap over a printed container is 
shown in the accompanying illustration 
of the Morrell bacon package. The 
sheet is plain greaseproof (Sylphrap), 
used to prevent grease coming through 
on outside of package. It permits de- 
sign on carton to be fully visible and 
accentuates container colors. 
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(Photos Sylvania Industrial Corp.) 


and is said to slow up spoilage due to 
light rays in product on which it is 
used. The color does not bleed in 
grease, oil or water. 


IMPROVING DOG FOOD LABEL 


HAT is known among package 

designers as “shelf visibility” is 
a requirement of the well-designed label 
for a canned meat product. The mean- 
ing of the term is obvious. Canned 
products are often displayed in retail 
stores on shelves along the walls be- 
hind counters, and consequently at con- 
siderable distance from customers. 





SEEN AT GREATER DISTANCE. 


Substituting red and blue for gold in de- 

tails of the color scheme gave 10 feet 

greater shelf visibility to the Ideal dog 
food label. 


It is important, therefore, that the 
label be distinctive and that the name 
of product and trade mark or brand 
name be easily read at the maximum 
distance from prospective purchasers 
at which container might be displayed. 

Many factors of color combinations 
and design are involved in securing 
“shelf visibility,” each being so inter- 
dependent that slight changes in one or 
the other often bring surprising results. 


In the label used on one-pound cans 
of Ideal dog food, a product of Wilson 
& Co., a simple change in the color 
arrangement increased shelf visibility 
by 10 ft., and made the label more 
easily read at distances up to maximum. 


As originally designed this label had 
a narrow gold band at top and bottom. 
The word “Ideal,” in red, was outlined 
in gold. This color is not outstanding 
at best, and under some light conditions 
is very faint or invisible. 


In the new label the gold band at top 
and bottom is replaced by red and 
“Tdeal” is outlined in blue. Greater 
visibility was not the only beneficial 
result from the change in the color 
combination. Cost of the label was re- 
duced by elimination of one color. 


In label redesign many desirable 
characteristics—such as general attrac- 
tiveness, eye and appetite appeals, etc. 
—may be matters of opinion to be de- 
termined by sales tests in retail stores. 
Shelf visibility, on the other hand, can 
be tested before any design is selected. 
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ADVERTISING PAYS LIBBY 


Sales of Libby, McNeill & Libby for 
the fiscal year ended February 29, 1936, 
totaled $59,875,794.24, on which a net 
income of $1,920,832.27 was realized. 
This with profit arising from sale of 
capital assets totaled $3,119,059.48 to 
surplus, before dividends. Physical 
volume of production and both domestic 
and foreign distribution showed in- 
creases over the previous year, presi- 
dent Edw. G. McDougall said in pre- 
senting his report to shareholders. 


Advertising, both national and local, 
was continued on a substantial basis. 
“Cumulative effect of Libby advertising 
has resulted in a continued consumer 
acceptance of established lines of prod- 
ucts and the ready acceptance of new 
important items as they are intro- 
duced,” Mr. McDougall said. The com- 
pany’s research laboratories are main- 
tained at a high degree of efficiency 
“to provide for the safeguarding of 
production methods and the develop- 
ment of new products.” 


Meat foods packed by the Libby or- 
ganization include corned beef, roast 
beef, Vienna sausage, potted and deviled 
meat, deviled and potted ham, sliced 
dried beef, corned beef hash, veal loaf, 
boneless chicken, sausage, frankfurter 
sausage, Virginia breakfast patties, im- 
ported style frankfurters, beefsteak 
and onions, hamburger steak and onions, 
tripe, lunch tongue, chili con carne, 
chicken a la King, chop suey, Mexican 
style tamales, boullion cubes, beef ex- 
tract, meatwich sandwich _ spread, 
chicken broth with rice and cooked 
brains. 





PORK SAUSAGE IN PARCHMENT. 


Parchment is used in this attractive pork sausage package put out by Kingan & 
Co. to prevent the outside wrapper from becoming discolored because of grease 
penetration. The sausage meat is wrapped in parchment, which is greaseproof 
and insoluble. This means that the package remains attractive and appealing to 


the buyer. 


SHIP LINE BIG MEAT USER 


In serving 6,000,000 meals to its sea- 
going guests, Dollar Steamship lines 
uses almost 3,000,000 Ibs. of meat prod- 
ucts yearly, according to a recent ar- 
ticle in the Western Livestock Journal 
by president R. Stanley Dollar. Typical 








VISIBILITY GIVES APPETITE APPEAL. 


Richter Food Products Co., Chicago, packs certain sausage products in red trans- 
parent wrap (Sylphcase K) to accentuate color effect. Only the name “Richter” 
is featured, thus developing “repeat” business for Richter. 

Agar Packing & Provision Co., Chicago, packs its “Little Pancho” brand chili 
con carne in the same type and color of container, the red wrap enhancing the 
attractiveness of this product as compared to the old method of marketing chili in 


pans. (Photos Sylvania Industrial Corp.) 
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meat purchases for a year include 
1,500,000 Ibs. of beef, 505,000 Ibs. of 
pork, 301,000 lbs. of lamb and mutton, 
136,000 Ibs. of veal, 146,000 lbs. of ham, 
112,000 Ibs. of bacon and 221,000 lbs. of 
meat specialties. Meats which are 
loaded at West Coast ports are used 
aboard the line’s vessels through their 
round-the-world cruises of 26,000 miles. 
Through the use of refrigeration and 
careful provisioning the ships are never 
dependent on local conditions at any 
port for food and drinking water. 


VIRGINIA JEALOUS OF NAME 


In accordance with a resolution passed 
by the Virginia legislature, which 
complained against designation of hams 
as “Virginia hams” which had neither 
origin in the state nor connection with 
it, the state’s attorney general has pro- 
tested to the Federal Trade Commmis- 
sion against indiscriminate use of the 
word “Virginia” in trade names. How- 
ever, state officials doubt if much can 
be done about the matter under exist- 
ing laws. 


FANCY RIBBONS 


Fancy ribbons of transparent cellu- 
lose are now available in a large va- 
riety of styles and colors, printed and 
plain, and in combination with fabric 
and foils. Some very attractive effects 
are also being obtained with aluminum 
and gold inks on colored cellulose rib- 
bons, and with silk ribbons edged with 


metalized or colored cellulose. A pack- ~ 


er’s trade mark, firm or product name 
can be printed on these ribbons. 
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Dressing Up THE 
SHIPPING (_ontainers 


HE shipping container, while pri- 

marily a means for getting product 
to retailers in good condition, can be 
made of material assistance in building 
good will—a fact more packers are 
coming to appreciate, judging from in- 
creasing number of well-designed ship- 
ping boxes making their appearance in 
retail stores. 


Possibilities for attractive display are 
particularly good on fiber boxes. Not 
alone because the packer uses large 
quantities of these—and therefore has 
available thousands of square feet of 
space for his message—but also because 
there are now possible attractive re- 
sults in these containers not obtainable 
a few years ago. 


Two Packers’ Shipping Containers 


Colored stock, overall designs, spe- 
cial shapes and sizes and colorful de- 
signs and printing—all can be secured. 
If desired, shipping containers which 
may be used also as display containers 
in the retail store are available. These 
are becoming popular for many food 
products, and more than justify their 
cost in the aid they give in influencing 
housewives to choose the products in 
them. 


Accompanying illustrations show how 
two packers are using the display space 
available on shipping containers for 
shortening to attract attention in 
transit and make a good impression on 
the customer when he receives the mer- 
chandise. Piled up in front of a store 
or inside; boxes of this type are valu- 
able in impressing the product on the 
consumer, 


The Morrell shipping container is of 
corrugated fiber and holds 36 one-pound 


cans of Prido, the company’s new short- 
ening product. It is of checkerboard over- 
all design, with the message on the front. 

The Kingan shipping container holds 
30 one-pound cartons of kettle-rendered 
lard. The Kingan block design—used on 
over 45 individual Kingan wrappers 
and packages, as well as on all sta- 
tionery, trucks, refrigerator cars, etc. 
—is applied to the front. 


PacxacE (,onvenience 
A SALES ASSET 


RINTED manufactured casings are 
attractive and economical containers 


for many meat products, specialties 
and “ready-to-serye” products, and in 
addition are a convenience for the 
housewife in many instances. 


Pork sausage meat in these casings, 


COLORFUL SHIPPING CONTAINER 


GETS ATTENTION. 


“Prido” is shipped in an attention-getting 
container of overall design bearing a sales 
message on the front. (Photo Hinde & Dauch 


Paper Co.) 


for example, requires only slicing to 
any thickness desired to make it ready 
for the pan. Molding patties with the 
hands, a task many housewives dislike, 
is not required. 


Butts in Viskings may be cooked “as 
is,” this method being recommended by 
most packers who offer this cut for sale 
in this manner. Less flavor is lost in the 
cooking process and shrink is reduced. 


Bologna, head cheese, loaves, liver 
sausage and other specialties used in 
sandwiches may be molded in retainers 
to the approximate size of a loaf of 
bread—a convenience most housewives 
appreciate. 

While packers sometimes hesi- 
tate to use more than one style 
of container for a particular prod- 
uct, because of increased produc- 
tion costs, it would be profitable 
to do so in some cases, particu- 
larly when a greater number of 
people could be interested as a 
result. 

Some housewives can be inter- 
ested most by those qualities in 
products and containers which at- 
tract attention and appeal to eye 
and appetite. Others may be in- 
fluenced to buy by package con- 
venience re-use value. The pack- 
er who wants to interest the 
largest number of consumers in 
his products, therefore, usually 
finds it expedient to carefully 
consider kinds of containers as 
well as their design. 








FOLLOWS THROUGH FROM CARTON 
TO SHIPPING CONTAINER. 


On the Kingan shipping containers is the fa- 

miliar block design used on all wrappers. 

cartons, trucks, refrigerator cars, etc. (Photo 
Hinde & Dauch Paper Co.) 




















New Dear ‘YWindfall” Tax 
ENDANGERS MANY PACKERS 


ROTESTING against the so-called 

“windfall” tax at House ways and 
means committee hearings last week, 
a number of meat packers appearing 
as witnesses pointed out that such an 
effort to obtain money processors re- 
gained after invalidation of the AAA 
would endanger the existence of many 
companies. Among those who testified 
at the hearings were: 

T. W. Taliaferro, president, Ham- 
mond Standish & Co., Detroit, Mich. 

Carl F. Welhener, Henry Burkhardt 
Packing Co., Dayton, O. 

F. E. Wernke, president, Louisville 
Provision Co., Louisville, Ky. 

Chester G. Newcomb, vice president, 
Lake Erie Provision Co., Cleveland, O. 

E. L. Schneider, secretary and treas- 
urer, Ohio Provision Co., Cleveland, O. 

George A. Schmidt, president, Stahl- 
Meyer, Inc., New York City, and presi- 
dent, Eastern Meat Packers’ Associa- 
tion. 


Tax Would Be Destructive 


House committee members were given 
a clear picture of the plight of many 
packing companies by T. W. Taliaferro, 
who said his firm would be forced out 
of business if it had to pay such a 
“windfall” levy. He held that packers 
were entitled to their money, even if 
they had passed the tax on to con- 
sumers, because of losses. suffered 
under the AAA. 

Packer witnesses were unable to sug- 
gest an easy way to determine the com- 
plex question of how much of the tax 
they had absorbed, although many 
committee questions were directed at 
this point. Mr. Taliaferro, in reply to 
a suggestion that he would not have 
to pay the new tax if he had passed 
the old one on, said: 

“How can you prove that I did, or 
how can I prove that I did not? You 
cannot unscramble that and pick out 
your egg.” 


Congressmen Can't Understand 


“Mr. Witness,” said representative 
Fuller, “do you mean to say that the 
government cannot tell whether or not 
you pass that tax on to the consumer?” 

“No,” replied Mr. Taliaferro, “and 
no one in this God’s world can tell 
that.” 

George A. Schmidt, president, East- 
ern Meat Packers’ Association, told the 
committee that the 35 packers he repre- 
sented generally enjoyed a fairly good 
financial situation at the time the proc- 
essing tax was put in effect, but that— 
chiefly due to the tax and AAA—their 
financial structure had been impaired. 

Mr. Schmidt pointed out that the 
small packers throughout the country 
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represented approximately 45 per cent 
of total federal inspected hog slaugh- 
ter during 1935, and that the committee 
should give serious consideration to the 
effect a “windfall” tax would have on 
these processors. 


Pork Must Be Moved 


In reply to questions as to why pack- 
ers had absorbed the tax Mr. Schmidt 
replied, “The packing industry is one 
that deals exclusively in perishable 
products. Those products must be sold 
from day to day as the hogs are killed. 
You cannot take certain parts of them 
and store them away. They have got 
to be sold fresh, so they have got to 
be sold at the best prices the market 
will afford. 


“Now, if the purchasing power is not 
adequate, if the consumer’s dollar is not 
adequate, to pay the price of pork 
which your costs would warrant, you 
would have to take what you can get, 
and therefore it has been impossible 
for us to absorb the tax.” 


Mr. Schmidt declared further, “I do 
know this to be a fact, that during the 
time we had the processing taxes all 
of us lost money. When the processing 
tax was put on we started to lose 
money, and we lost money as the tax 
was increased. I think the processing 
tax was the greatest factor in the losses 
we have suffered in the last two years.” 

A Buffalo, N. Y., group which in- 
cluded A. F. Ruggenstein, president, 
Buffalo Live Stock Exchange; George 
Pfeiffer, James J. Cuff, president, Cuff 
Packing and Provision Co., and A. T. 
Danahy, president, Danahy Packing 
Co., issued a statement declaring that 
the independent pork-packing industry 
would be extinguished should the 
“windfall” tax become effective. 


May Give Packers a Break 


Some observers believe that the new 
tax, if passed, will be administered 
broadly by the government, so that 
processors will be given every oppor- 
tunity to show that they gained noth- 
ing through invalidation and refund of 
processing taxes. Committee members 
at the hearings emphasized that their 
attitude was not unfriendly. 

“Ruination of business—big or little 
—isn’t part of our program,” one fed- 
eral official said. “The rule of reason 
will be applied.” 


Court_7/pproves PROPER TRADE 
PRACTICE - Activities 


Wa pointing out that require- 
ment of rigid adherence to an in- 
dustry code or cooperative program 
might constitute violation of anti-trust 
laws, the U. S. Supreme Court last 
week approved many trade association 
activities as fostering rather than im- 
pairing fair competitive opportunities. 


This latest interpretation of the re- 
lationship of trade associations to anti- 
trust laws was made in the court’s 
ruling on the appeal of the Sugar In- 
stitute, Inc., from a decree of a New 
York federal district court, permanent- 
ly enjoining the Institute from engag- 
ing in certain activities. The court 
said of anti-trust laws: 

“Designed to frustrate unreasonable 
restraints, they do not prevent the 
adoption of reasonable means to pro- 
tect interstate commerce from destruc- 
tive or injurious practices and to pro- 
mote competition upon a sound basis.” 


Right to Regulate Trade Practices 


“Accordingly we have held that a co- 
operative enterprise, otherwise free 
from objection, which carries with it no 
monopolistic menace, is not to be con- 
demned as an undue restraint merely 
because it may effect a change in mar- 
ket conditions where the change would 
be in mitigation of recognized evils and 


would not impair, but rather foster, fair 
competitive opportunities. 

“Further, the dissemination of in- 
formation is normally an aid to com- 


merce. As free competition means a 
free and open market among both buy- 
ers and sellers, competition does not 
become less free merely because of the 
distribution of knowledge of the essen- 
tial factors entering into commercial 
transactions. 


“The natural effect of the acquisition 
of the wider and more scientific knowl- 
edge of business conditions on the 
minds of those engaged in commerce, 
and the consequent stabilizing of pro- 
duction and price, cannot be said to be 
an unreasonable restraint or in any 
respect unlawful . . trade associa- 
tions which openly and fairly gather 
and disseminate information as to the 
cost of their product, the volume of 
production, the actual price which the 
product has brought in past transac- 
tions, stocks of merchandise on hand, 
approximate costs of transportation, 
without reaching or attempting to reach 
an agreement or concerted action with 
respect to prices or production or re- 
straining competition, do not fall with- 
in the interdiction of the act. 

“The freedom of concerted action to 


(Continued on page 70.) 
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Practical Points + for the Irade 


Reclaiming Pickle 


Inquirers often ask for information 
regarding reclamation of curing pickle. 
A foreign packer writes: 

Editor THE NATIONAL PROVISIONER: 

We are contemplating installation of equip- 
ment for reclaiming pickle. What is the cus- 
tomary process? Does a filter press filter out 
bacteria in the pickle? 

A considerable proportion of curing 
materials are left in pickle after meats 
have been removed from cure. This can 
be reclaimed and used again. The first 
step in reclamation is to heat the pickle 
to 190 degs. Fahr. It is then filtered 
through sponges which are cleaned fre- 
quently or through some other filtering 
agency. Some packers use a filter press 
and fullers’ earth for this purpose— 
the same type of press as used for re- 
fining lard. 

After filtration, the pickle is chilled 
rapidly to 38 degs. Fahr. and is then 
ready for analysis to determine the 
amount of curing materials needed to 
bring it up to required strength. This 
information should be obtained through 
analysis by a competent chemical 
laboratory. After curing reagents have 
been added to the pickle it should again 
be analyzed to determine if it meets 
requirements. 


Reclaimed pickle is used by some 
packers for curing picnics and second 
grade hams. Approximately two-thirds 
of the salt and sugar and one-half of 
the nitrate in the original pickle can be 
recovered in second pickle. 


Removal of bacteria from the pickle 
by filtration is impractical, according 
to industry authorities. Moreover, 
sterile pickle would probably not be de- 
sirable. Where organisms are present 
that might destroy the nitrite, rapid 
handling, quick heating and chilling 
will check any such tendency. 


Pickle reclamation equipment con- 
sists of heating vats, filtering appara- 
tus, double pipe coolers and a storage 
vat. The heating vats are used for stor- 
ing the used pickle until enough has 
been collected to process it. The vats 
should not be too large, as this pickle 
must be worked up without too much 
delay. Wooden vats of about 1,500 gals. 
are commonly used. They are equipped 
with 2-in. steam coils, set far enough 
away from sides to permit easy clean- 
ing of the vat. 


It is desirable that the steam coils 
have a cold water connection for chill- 
ing pickle after it has been boiled. 
There must be enough coil to permit 
rapid heating and chilling. 

From this vat the pickle is run 
through the filtering apparatus into a 
storage vat after it has been heated 
and cooled down. Here it is settled and 
removed for use by means of a siphon 
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which is set 6 ins. from the bottom of 
the vat so no settlings will be drawn 
off. 


Because considerable equipment is 
required which can be used economical- 
ly only where there is a fairly large 
volume of pickle to be handled, many 
small packers make no attempt to re- 
claim pickle. For best results it must 
be handled rapidly. 


D. S. HAMS SHRINK IN CURE 


A Southern packer writes to ask if 
strictly dry salt cured hams will shrink 
or gain in weight during cure. He says: 
Editor THE NATIONAL PROVISIONER: 

Will a strictly dry salt cured ham that is not 
pumped with pickle gain or lose in weight? 

These hams will shrink in cure as the 
moisture which forms the pickle in con- 
junction with curing ingredients comes 
from the hams themselves and they lose 
weight in proportion to the amount of 
moisture lost. This is true of all dry 
cured meats which are firmer than 
pickle cured product. 


There is a great deal of variation in 
the shrink of a ham from green to the 
cured weight, but this will range from 
8 to 14 per cent in dry cured hams, de- 
pending on how the product is handled 
and how firm meats are to start with. 








Kosher Bologna “ 


Kosher bologna is in demand 
wherever a Jewish trade is served. 
Many other consumers also like 


this more high ly-seasoned prod- 


uct. It can well be included among 
sausage manufactured by pro- 
ducers serving a variety of trades. 


Directions for the manufacture 
of this bologna have appeared in 
THE NATIONAL PROVISIONER. An 
expert sausage maker gives the 
benefit of his experience in form- 
ulas and complete manufacturing 
process. 

Reprint of this information on 
kosher bolognas may be obtained 
by sending the following coupon 
with 10c in stamps: | 








THD NATIONAL PROVISIONER, 
Old Colony Bldg., Chicago, Tl. 


Please send me a co of reprint on 
Kosher Bologna, a! 




















Yellowing of Beef 


A packer having trouble with beef 
carcasses fading and turning yellow in 
the holding cooler writes: 

Editor THE NATIONAL PROVISIONER: 

‘We are having trouble with cattle carcasses 
fading and becoming light yellow in color after 
hanging in the cooler for three or four days. 
We think the reason may be due to our method 
of shrouding. 

Shrouds are soaked in a barrel of warm water 
in which 10 to 15 Ibs. of rock salt have been 
added. Cattle are washed with warm water 
before shroud is applied, and after shrouding 
cold water is washed along thoracic and abdomi- 
nal cavities and shrouded side. Carcasses are 
then put into chill room with a temperature of 
$2 degs. Fahr. After setting for 10 minutes 
shrouds are smoothed with the hand. Carcasses 
remain in cooler for about 12 hours, when they 
are placed in holding cooler maintained at 34 
degs. Fahr. 

After hanging in holding cooler for 3 or 4 
days the cattle lose their bloom and the yellow 
tint previously referred to develops. Could you 
tell us what might be causing this condition? 


While this packer does not follow 
what might be considered standard 
practice in shrouding beef, it is doubt- 
ful if any departures from such prac- 
tice are the cause of the trouble com- 
plained of. Color-changing bacteria are 
occasionally troublesome in the meat 
packing plant, and it is possible they 
are the source of the difficulty in this 
instance. 


Shroud cloths should be washed thor- 
oughly in hot water when they are re- 
moved from carcasses, and immediately 
before being applied to carcasses should 
be dipped in water as hot as the worker 
can stand. Automatic temperature con- 
trol is advantageous in maintaining the 
water at an even temperature. 


If thorough washing of the shrouds 
does not eliminate the trouble, it is 
suggested that floors, walls, ceilings, 
fixtures and equipment in chill room and 
holding cooler—not neglecting shroud 
pins—be gone over thoroughly with a 
four-tenths of one per cent solution of 
sodium hypochlorite. If color-changing 
bacteria are present this treatment at 
intervals will control them. The barrel 
in which cloths are dipped before being 
applied should also be cleaned. 


If the difficulty still persists, it is 
possible improper conditions of humid- 
ity in chill rooms or holding cooler, or 
both, are primarily responsible. Should 
this be the case, the solution is a prob- 
lem for a competent air conditioning 
or refrigerating engineer. (Proper con- 
ditions of temperature and humidity for 
chill rooms and holding coolers were de- 
scribed in the August 10, 1935, issue of 
THE NATIONAL PROVISIONER. ) 


If carcasses are washed well before 
shrouding, washing after shrouding 
would seem an unnecessary operation. 
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SYLPHCASE K CASINGS 


U.S. Pat. Off.) 


SEES TEN. 28 are being adopted by the foremost 
manufacturers of Sausage and 
Ready-to-Serve Meats throughout 


the country. 





The uniform strensth, capacity 


and visibility of Sytpucase ht Cas- 





ings will keep your breakage at 
a minimum and assist you in 
creating a package irresistible in 
sales appeal. 

Syipncase h Casings are made 


in colorless and red transparent 





in sizes from 1°8 to 4% inches. 





Printed with your 
own trade name. 








SYLVANIA INDUSTRIAL CORPORATION 


SYLPHGASE DIVISION 


122 EAST 42nd STREET NEW YORK CITY 
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WALLACE Digs UpAn Old Case 
AT AN OPPORTUNE TIME 


N evidence purporting to show that 

“price fixing” took place in cer- 
tain Southern areas some years ago, 
the Secretary of Agriculture this week 
issued a cease and desist order against 
eleven packing companies under his 
prosecuting, fact-finding and judicial 
powers as administrator of the packer 
and stockyards act. 


The order, which becomes effective 
May 10, applies to Armour and Com- 
pany, Abraham Bros. Packing Co., 
Cudahy Packing Co., Jacob Dold Pack- 
ing Co., John Morrell & Co., Memphis 
Packing Corp., Swift & Company, Wil- 
son & Co., North American Provision 
Co., Geo. A. Hormel & Co. and the 
Birmingham Packing Co. Violations 
of the order are subject to prosecution 
in federal court. 


Packers are expected to appeal the 
Secretary’s ruling to the U. S. circuit 
court of appeal, asking that the order 
be revoked or modified. Charles J. 
Faulkner, jr., general counsel for Ar- 
mour and Company, stated that “an 
appeal to the United States courts may 
be taken for abrogation of the order, 
because of the unfair and totally un- 
warranted impression that the Secre- 
tary’s action may leave with the 
public.” 


Charges Filed Two Years Ago 


Complaints were originally filed 
against packers in February, 1934. The 
charges involved alleged exchange of 
information leading to the establish- 
ment of prices resulting in undue ad- 
vantage to certain persons; manipula- 
tion and control of prices in Tennessee, 
Mississippi, Alabama, Arkansas and 
Texas; apportioning of sales of meat 
and meat food products. 


Hundreds of witnesses offered con- 
flicting testimony at a series of hear- 
ings in 1934. After a lapse of some 
months Secretary Wallace heard final 
arguments of packer attorneys. These 
contended that there had been no price 
fixing or sales discrimination. Re- 
opening of the inquiry coincided with 
public criticism of higher pork prices 
caused by the AAA restriction pro- 
gram and the drouth. 


Action of the Secretary in issuing 
a cease and desist order under such 
circumstances was declared by Mr. 
— to be “surprising indeed.” He 
said: 


_ “His own representatives at the hear- 
ing in Washington admitted in reply to 
Mr. Wallace’s direct questions that 
there was no evidence of anyone being 
overcharged for meat in the limited 
areas around Birmingham, Ala., and 
Cleveland, Miss., which were under in- 
vestigation. 


_ “Mr. Wallace was shown at the hear- 
ing, and he seemed impressed by the 
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fact, that meat prices in the Mississippi 
and Alabama territories were as low or 
lower than any in the country at the 
time in question. The demoralized con- 
dition of this trade area during the 
height of the depression made it im- 
possible for the packers to obtain prices 
equal to those in northern consuming 
centers, freight rates and other dis- 
tribution costs considered, and yet this 
is the area selected for investigation. 


No Evidence of Overcharges 


“Mr. Wallace’s own subordinates also 
informed him that numerous packers, 
meat brokers and wholesale grocers not 
mentioned in the Secretary’s complaint 
were in keen and active competition 
with the respondents in the limited 
areas investigated by the department. 
They did a large volume of business 
in the territory involved, but they were 
not made defendants in the complaint 
and it is apparent that no attempt 
would be made to control prices with- 
out their cooperation. 


“Principal witnesses who testified 
that a highly technical violation of the 
packer and stockyards Act occurred 
were personally interested in the out- 
come of the litigation. In contrast to 
this testimony the packers presented 








‘Raised From the Dood 
& 


OMMENT on the Wallace ruling in 
the Southern case comes from a 
resident of that area not in the pack- 


ing business. His letter reads: 
Editor THE NATIONAL PROVISIONER: 


I see by the newspapers that the 
Secretary of Agriculture has dug up an 
old case which everybody thought had 
died of inanition, and has ordered meat 
packers to “cease and desist” from 
something which they claimed they 
never did—but if they did it, they 
stopped doing it years ago. 

Those of us who live in this neck 
of the woods, where politics is peculiar, 
remember the origin of this supposedly- 
defunct case. A political lawyer, who 
happened to be out of office and in need 
of a “meal ticket” at the time, com- 
piled a list of pseudo-clients and filed 
the complaint. It is our recollection 
that nothing was proved at the hear- 
ings, and we supposed the case was 
dead. 

Of course we know an election is 
coming on next fall, and that meat 
packers are a popular target, especially 
since the Supreme Court’s AAA de- 
cision. This may account for the dis- 
interment of the corpse. Nuff sed. 


Yours truly, 
MISSISSIPIAN. 


more than 600 reliable and reputable 
business men, principally retailers, in 
the states in question who asserted 
that they bought from the packers daily 
and knew that "they were engaged in 
vigorous competition at all times.” 


Danger in Excessive Powers 


Denying that his company had broken 
the law, T. Henry Foster, president, 
John Morrell & Co., said, “No more 
striking example of the danger of con- 
centrating excessive power in the hands 
of one official could be had than is ex- 
emplified in this attack on industry, by 
which the Secretary of Agriculture not 
only acts as complainant but assumes 
in addition all the prerogatives of the 
judiciary.” 

Mr. Foster recalled a statement made 
in 1984 when the complaints were filed 
in which he said: “John Morrell & Co. 
is operating its business, and always 
has done so, in full compliance with 
all state and federal laws.” He de- 
clared that this statement holds as true 
today as then. 

In discussing the Secretary’s ruling, 
J. P. Spang, jr., vice president, Swift 
& Company, in charge of sales, said: 


Complainant, Judge and Jury 


“It should be understood that the 
conclusions reached by the Secretary 
of Agriculture do not represent a ju- 
dicial finding. In this case the Secre- 
tary of Agriculture was complainant, 
prosecutor, jury and judge. The case 
covered only small areas in Mississippi 
and Alabama. 


“A significant part of the testimony 
during the hearings is an admission 
by the attorney for the government 
that prices in the parts of Mississippi 
and Alabama covered by the complaint 
were no higher than at other points 
nearby. 

“The facts are that Swift & Com- 
pany has and has had no understand- 
ing whatever with any other packers 
to control prices, to divide territories 
or to apportion sales. There was con- 
vincing testimony of more than six 
hundred wholesale and retail meat deal- 
ers at the hearings that the competi- 
tion among packers was. exceedingly 
keen.” 


JAN. MEAT CONSUMPTION 


Federally-inspected meats available 

for consumption in January, 1936: 

Total 

Consumption, Per capi 
Ibs. Ibs. 
BEEF AND VEAL. 

January, 3.9 
January, 3.6 


January, 3.5 
January, 3.8 


January, 0.50 
January, 1935 q 42 


January, 1936 . 7.9 
January, 1935 ,000, 7.8 
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Properly Identified 


WILL DRIVE POOR SAUSAGE 
FROM THE MARKET! 


Unbranded sausage, to the 
consumer, is all alike. Good 
sausage, properly branded 
and identified, can be built up 
to consistently profitable vol- 
ume through continued con- 
sumer demand. 


Branding your sausage casings fits in perfectly 
with the whole scheme of merchandising. Identifica- 
tion, one of the primary requirements in any merchan- 
dising plan, is definitely assured. EVERHOT Brand- 
ers will place permanent, distinctive and legible brand 
names on all your stuffed sausage varieties. Other 
types, also, for loaves and specialties. 

Increased sausage volume is entirely within your 
reach. Make a quality product and merchandise 
it in the right way — identified with an indelible 
EVERHOT-BRANDED TRADEMARK. 


There is an EVERHOT Brander for every type of 
sausage. Write for complete details and prices! 


EVERHOT 


MANUFACTURING COMPANY 


196 St. Charles Avenue 


Maywood, Illinois 


EVERHOT Hot-Ink Roller 
Sausage Brander (illustrated 
below) equipped with two 
rollers. One roller carries 
the brand and the other con- 
tains an ink reservoir for au- 


tomatic inking of the brand- 


ing roll, One simple move- 
ment permanently identifies 


the product! 


Single lines of branding are 
economically done with the 
EVERHOT Brander. Elec- 
trically-heated die dries the 
ink the instant it is applied! 


EVERHOT manufactures all 
types of Ink Branding Equip- 
ment for fresh meats, cured 
meats, sausage, etc. Long 
handled models for carcasses. 
Stamp pad models for franks. 
Get full details about 
EVERHOT Branders and 
what they can do for you! 
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Profits on SAusAGE 


Identification and Advertis- 
ing Beat Price Competition 
By I. BARNARD* 


ULK and unbranded foods, whether 

coffee, soda crackers or sausage, 
are too often sold at a price rather than 
on a quality basis. This is because 
neither dealers nor consumers are ex- 
pert judges of quality. 

Along with popularizing brands by 
advertising, products were first put into 
distinctive, labeled packages so the 
consumer could recognize products, 
the quality of which had been assured 
in the advertising. These package goods 
commanded a higher price than bulk 
goods. 

Development of more attractive pack- 
ages was a later step. When several 
competing brands were known to the 
consumer, all claiming superior qual- 
ity, an attempt was made to have the 
package win the consumer’s preference 
by superior attractiveness. It was psy- 
chologically sound to assume that the 
more artistic and striking the container, 
the higher the quality of the contents 
became in the consumer’s subconscious 
opinion. 


Influence of Package and Label 


In the sausage industry there have 
been several interesting examples re- 
cently of the tremendous influence both 
package and label have on sales. For 
example, bologna sausage, pressed into 
square shape by wire molds has outsold 
round slice product. The novelty of the 
shape is enough to attract sales. 


Another example—an Ohio manufac- 
turer put out a new brand with a label 
printed on the “Tee-Pak” casing in a 
sort of old-fashioned wood-cut effect. 
This showed a certain Civil War gen- 
eral; and the new brand, because the 
label had local interest and a certain 
striking appeal, within a few weeks out- 
sold another brand which the manufac- 
turer had been pushing for years. This 
is the sort of subtle appeal in labels 
which builds sales through spontaneous 
consumer response. 


Beating Price Competition 


A Kentucky manufacturer increased 
his sales four-fold on a fancy luncheon 
loaf as a result of changing to a more 
attractive label, which told a story of 
assured high quality. 


“Sales manager Transparent Package Co. 
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The big problem today for the sau- 
sage manufacturer is how to side-step 
price-competition of a chiseling minor- 
ity. It is significant that not a pound 
of the 10c stuff flooding the market and 
sold at special sales of chain stores is 
labelled. It is all nameless. 

This is a cue for the maker of good 
sausage to put his name on the quality 
product, and then tell the public that 
this signature is a guarantee of real 
quality. It is only by making a good 
product look different from cheap stuff 
that a higher price, which includes a 
decent profit, can be asked and secured 
by the industry. 


ENGLISH SAUSAGE PRACTICE 


Manufacture of sausage and “small 
goods” as practiced in England is de- 
scribed in considerable detail in a hand- 
book entitled “Small Goods Production,” 
by Frank Gerrard, of Smithfield Insti- 
tute, London. It is designed primarily 
for the small English producer, with 
only limited attention given to produc- 
tion on a scale such as that usually 
practiced in this country. 


The author, who is a gold medalist 








NOT BOTHERED BY PRICE 
COMPETITION. 
Sales of this product increased four-fold 
when this printed casing with the magic 
words “Fischer's Grade 1” was substi- 
tuted for an unidentified container. 


(Photo Transparent Package Co.) 


Wh Po SAUSAGE 
{ov (Tamuffectiirtr 


of the Worshipful Company of Butchers, 
and who holds a diploma of the National 
Federation of Meat Traders, gives much 
sound advice along with his general 
discussions. He points out that “the 
trader using inferior materials must ex- 
pect, and indeed will invariably get, 
inferior returns.” The vagary of the 
individual palate is a hard taskmaster, 
he says, “but an intelligent study of 
this matter will repay the conscientious 
workman.” : 


Use of binders and fillers in English 
sausage is extensive and _ usually 
amounts to between 25 and 40 per cent 
of the finished weight of the product. 
Commenting on this, the author says: 
“The laws of the United States, a coun- 
try where the small goods trade is a 
large one, are very strict with respect 
to the amount of binder which may be 
introduced, and only about 3 per cent 
of the total weight is allowed. In this 
country, however, there are no restric- 
tions on the amount to be used except 
those imposed arbitrarily by the cus- 
tomers themselves.” 


Use of nitrite in curing of sausage 
and specialty meats is not permitted. 
This the author regrets as it is realized 
that this curing ingredient has many 
advantages. Some recipes are given, 
most of which are on a small scale. 
The book contains 82 pages including 
index and is issued as one of the “Prac- 
tical Food Industries Series,” by Leon- 
ard Hill Limited, London. 


CANNED MEAT COMPETITION 


The increase in production and con- 
sumer acceptance of canned meats is 
causing some far-sighted meat packers 
and sausage manufacturers to attempt 
to visualize the situation some years 
hence. If the increase in consumption 
of canned meats continues, these prod- 
ucts may seriously reduce per capita 
Sausage consumption, it is feared. 


Canned meats are gaining rapidly in 
public favor because meat canners are 
seriously trying to produce quality 
products and merchandise them effi- 
ciently. Consumption of canned meats 
is increasing because many new and 
attractive products are coming on the 
market—products which meet consum- 
ers’ desires for quality and are con- 
venient to prepare and use. 


There is only one way for sausage 
manufacturers to forestall considerable 
inroads by canned meats into sausaze 
markets. That is to produce quality 
products, identify them and then mer- 
chandise them efficiently. 
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MILLING CROWDS 


jn 


A REALLY BIG 
DEVELOPMENT! 


WHY, IT GIVES 2 TO 5 
TIMES THE VISIBILITY 
YOU GET WITH PRESENT 
INDUSTRIAL 
THERMOMETERS! 


EVERYBODY WAS 

TALKING ABOUT THIS! 

HAD TO COME AND 
SEE IT TO BE 
UP-TO-DATE! 


IT’S THE 
GREATEST 
THING I’VE 

SEEN IN 

THERMOMETER 
TUBING! 
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New Taylor “BINOC”’—the optically Correct Thermom- 
eter Tubing—gets enthusiastic greeting from prominent 
engineers, food plant executives and editors. Revolution- 
ary development assures an easier-to-read Thermometer. 


Wat is all the excitement about? 

These people are looking at a re- 
markable new development in indus- 
trial thermometers. They are talking 
about the new Taylor “‘Binoc’’ Ther; 
mometer Tubing. 

This is what happens wherever a 
group of people see the New Taylor 
“Binoc” Thermometer Tubing. 

Engineers, editors, plant executives 
come—look—look again and are 
amazed at what they see. 

Taylor ‘*‘Binoc’’ is the first optically 
correct thermometer tubing. It elimi- 
nates squinting. You can read “‘Binoc”’ 
tubing with both eyes open. 

It gives from two to five times the 
visibility you have with past industrial 
thermometers. It makes Taylor Indus- 
trial Thermometers the easiest-to-read. 

Taylor ‘‘Binoc’”’ Tubing doubles the 
angle of vision without sacrificing high 
magnification. You do not have to stand 
directly in front of the thermometer— 
or close to it—for an accurate reading. 

Taylor ‘‘Binoc’”? Tubing eliminates 
bore reflection. You see quickly, accu- 
rately, aclear, definite contrast between 
the empty and the mercury-filled por- 
tions of the bore. 

In short, you have in ‘‘Binoc” all 
the advantages that have been missing 
in industrial thermometers to date. Use 
Taylor Thermometers with “Binoc”’ 
Tubing to make temperature reading 
as easy as reading a book with big, 
clear type. 

There are two types of Taylor 
“Binoce” Tubing available. The White 
Top, which has a mercury column 
backed up with white. Canners, at their 
National Show, overwhelmingly voted 
that this was by far the better type. 
But if you desire the Red Top, in 
which the mercury column is backed 
up by red, you can have it. 

Prove for yourself that Taylor In- 
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dustrial Thermometers equipped with 
this new tubing are the most efficient 
and easiest to read availabletoday. We 
will gladly help you.do this. A Taylor 
Representative will present the com- 
plete story and let you be the judge. 
If you want a demonstration quickly, 
write at once to Taylor Instrument 
Companies, Rochester, N. Y., or 
Toronto, Canada. Manufacturers in 
Great Britain—Short & Mason, Ltd., 
London, England. 


DON’T SQUINT AT 
YOUR THERMOMETERS 


PRESENT TYPE LENS TUBE. This is a 
cross section (looking down) of the 
usual lens tube used today. You can 
read this tube only by looking along 
one of the lines shown, The angle of 
vision is therefore narrow. Note small 
background (A-A’) able tocatch light 
only from directly in front. Bore re- 
flection is present. 


es thermometry 


THIS IS A PICTURE of the latest model Taylor 
Industrial Thermometer with the new Taylor 
“BINOC” Tubing. Do not attempt to judge any- 
thing from this picture except the modern, clean- 
cut design and appearance of this new instrument. 
Test the actual instrument yourself and prove its 
superiority. 


READ EASILY WITH 
BOTH EYES 


NEW “BINOC” TUBE WITH TRIPLE LENS. 
Cross section of the new ‘laylor “BINOC” 
Tubing. Note greatly increased angle of 
vision. Also wider background (D-D") 
eatchinglight rays from three lenses 
(E-E'-E*) and concentrating them. With 
this construction the reflected light is much 
stronger, the mercury column reading is 
much clearer. Bore reflection is eliminated. 


INDUSTRIAL THERMOMETERS 


with “BINOC” Tubing 


(patented) 














The prospect of losing 
hundreds of dollars 
a day is enough to make 


any Packer nervous 


Idle equipment costs money in any field. In the packing 
plant, the failure of the Compressors may easily mean 
spoilage of hundreds of dollar’s worth of meat products. 
Machines will wear out, but York Vertical Single Act- 


ing Compressors take a mighty long time before they do. 


Look at this “1,327,000 Hour’ Record 
hung up by York 


Headquarters for Mechanical Cooling 


This record is authentic. It covers 25 York Compres- 
sors at work for various companies. The oldest was 
installed in 1917. The newest in 1929. The record on 
all of them is complete to 1933 ... 16 years of con- 


tinuous work for the oldest, 4 years for the newest. 


Here’s a table of operation that their owners, to- 


gether with York, point to with pride: 
, 
Total operating hours 
(for 25 Compressors) 1,327,000 hours 
Eleven machines have needed No repairs 
Fifteen machines have needed No packing 
Sixteen machines have needed No bearings 
Twenty machines have needed No valves 
Sixteen machines have needed No piston rings 
As much as 11 years on one set of shaft packing. 


As much as 11 years with no repairs of any kind. 


Commercial, Industrial and Institutional Refrigeration . . 
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York offers you Nation-wide Service 


on your Refrigerating Problems 


This York record speaks for itself. But no honest 
manufacturer would claim that his machine will never 
wear out, or on occasion need service. Nor does York. 
And when service #s necessary York will be found at 
your elbow. Through Headquarters Branches, in every 
important center of demand, York offers the Packing 


Industry a service on refrigeration that is unsurpassed. 


No wonder that for many years many of the leading | 


packers have called on “‘Headquarters for Mechanical 
Cooling.” They come, with new problems and old, 
convinced that in calling on York they are dealing 
with men who now refrigeration. 


YORK ICE MACHINERY CORPORATION, YORK, PENNA. 
HEADQUARTERS BRANCHES THROUGHOUT THE WORLD 


YORK 


- Commercial and Industrial Air Conditioning 
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REFRIGERATION 
and Nt Conditioning 


A bsorption Refrigeration 
* 


What It Is and How It Is 
Applied in the Meat Plant 


HAT is the absorption refriger- 
ating machine? 
Is it suitable for use in the meat 
packing plant? 
What are its advantages compared 
with the compressor ? 


These are questions which have been 
put to THE NATIONAL PROVISIONER re- 
cently by packers who have become 
interested in this equipment after read- 
ing about successful installations.( See 
the May 11, 1935, and January 25, 1936, 
issues of THE NATIONAL PROVISIONER.) 


A detailed description of the absorp- 
tion method of refrigeration would con- 
sume several times the space available 
in one issue of this magazine. So far 
as results are concerned there is little 
difference between absorption and com- 
pression refrigeration. The former is 
based on the principle of absorption of 
ammonia vapor by water at relatively 
low temperatures, and the giving up of 
ammonia vapor when the mixture is 
heated. 


How Machine Operates 


The absorption system is so called 
because a weak ammonia solution re- 
moves ammonia vapor from the cool- 
ing coils of the evaporator by absorp- 
tion, and the richer aqua ammonia so 
formed is then pumped into a high 
pressure chamber called a generator. 
By heating the generator the ammonia 
vapor is driven off from the liquid and 
passes into the condensor. 

Compared with a compressor system 
the pressure tank in an absorption 
system may be regarded as a com- 
pressor operated by heat rather than 
by a motor or steam engine. The ab- 
sorption period in the pressure tank 
corresponds to the suction stroke of the 
compressor, and the period of increas- 
ing pressure in the tank takes the place 
of the compression stroke. 


The absorption refrigerating machine 
is suitable for use in a meat packing 
plant. Particular conditions are re- 
quired, however, for its economical 
operation. It can be used in connec- 
tion with compressors. 


As stated previously, heat is re- 
quired. For economy there must be an 
ample supply of cheap, cold water. 
Steam is the practical source of heat 
in the meat plant and is used for ab- 
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sorption machine operation. 
steam is suitable. 


In the most successful installations 
in meat plants absorption machines are 
being used in connection with power 
generating equipment and as a means 
of bringing steam and power loads into 
balance. This is done, of course, only 
when exhaust steam would be wasted 
otherwise. In these cases power large- 
ly becomes a by-product of the refrig- 
erating load. 


How Packers Are Using It 


In such arrangements power may be 
generated by an engine or turbine, the 
exhaust steam from which is used to 
produce refrigeration and for cooking 
and heating. 


In the plants of Kroger Grocery & 
Baking Co., Columbus, O., and Field 
Packing Co., Owensboro, Ky., absorp- 
tion refrigerating machines, operated 
with exhaust steam from engines sup- 


Exhaust 


CONDITIONING 


® What it is 

® Why it is needed 

® Where it should 
be used 


in the MEAT PLANT 


A clear statement 
by a recognized authority 
about this newest develop- 
ment for saving and improv- 
ing product in the packing 
and sausage plant. 

Describes methods and 
gives temperatures and hu- 
midities for each department 
of the plant. 

Fill out and return the 
coupon if you want a copy. 


THE NATIONAL PROVISIONER 

407 So. Dearborn St., Chicago, Ill. 
Please send me copy of “AIR CONDI- 
TIONING IN THE MEAT PLANT.” 


plying power, provide all refrigeration. 
In a Chicago plant an absorption ma- 
chine supplements motor-driven com- 
pressors. In this latter plant the ab- 
sorption machine is used only when 
there is an excess of exhaust steam 
above that required for cooking and 
heating. 

The absorption refrigerating ma- 
chine, therefore, finds its greatest field 
of usefulness as a means of utilizing 
exhaust steam that otherwise would be 
lost. This makes possible, in some in- 
stances, economical generation of pow- 
er when without the absorption machine 
a close heat balance might not be ob- 
tainable. 

The question of whether or not to 
use an absorption refrigerating ma- 
chine or compressors, or both, is one 
only an engineer can answer after a 
study of conditions. There are too 
many technical considerations involved 
to trust such a decision to anyone not 
technically trained. 


REFRIGERATION CONGRESS 


The Seventh International Congress 
of Refrigeration, to be held during the 
week of June 16, 1936, at The Hague, 
Holland, is expected to be attended by 
refrigerating experts from all over the 
world, including a large delegation 
from America. Very elaborate pro- 
grams of business sessions and enter- 
tainment have been prepared, numerous 
American refrigeration engineers being 
scheduled to address the gathering. 
Among the latter and their subjects are: 

“Advances in Quick Freezing During 
the Past Four Years,” by Gardner 
Poole, director of research, Birdseye 
Laboratories, Boston, Mass., and M. T. 
Zarotschenzeff, technical director, 
American Z Corp., New York City. 

“Air Conditioning — Advances and 
Trends of the Arts,” by W. H. Carrier, 
chairman of the board, and R. W. 
Waterfill, engineer, Carrier Corp., New- 
ark, N. J. 

“Pipe Line Refrigerating System with 
Special Reference to Air Conditioning,” 
by R. H. Switzler, vice president and 
general manager, St. Louis Refrigerat- 
ing & Cold Storage Co., St. Louis, Mo. 

“Progress in Application of Refriger- 
ation to Public Health,” by Samuel C. 
Prescott, D.Sc. and B. E. Proctor, 
Ph. D., Boston, Mass. 

“Observations on Food Poisoning Or- 
ganisms Under Refrigeration Condi- 
tions,” by Samuel C. Prescott, S.D. Sc., 
and L. P. Geer, M.S., Boston, Mass. 

“Use of Unit Coolers and Condition- 
ers,” by L. C. Morse, executive engi- 
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“C-B”’ Cold Storage Door 


“THE BETTER DOOR THAT COSTS NO MORE” 


The “C-B” Door is specified where- Write for a “C-B” Cold Storage 
ever quality in design, construction, Door Catalog and price list. 
workmanship and finish is required. Get full information before you buy. 
Its superior merit has been proved. Learn why it is called: 


“THE BETTER DOOR THAT COSTS NO MORE” 





The Cincinnati Butchers’ Supply Corporation 


1972-2008 Central Ave., 824 Exchange Ave., U. S. Yards, 
Cincinnati, Ohio Chicago, IIl. 


























The Modern 
COMMERCIAL BODY 
Made in Four Sizes COOLING UNIT 


to Meet Your Re- 
| Used by Leading Packers 
for Route Deliveries 


Now in Third Year 


THEURER 
WAGON WORKS, INC. 


INSULATED—REFRIGERATED 


+ + + ; 4 COMMERCIAL BODIES 
Warm Air New York City North Bergen, N. J. 























are simple, efficient, and economical. The 
Vilter Mono-Unit of Air Conditioning com- 
mends itself to anyone who has the prob- 


lem of meeting this modern need. Vilter Our Consulting Service Will 


Mono-Units can be installed at a justifiable S | 
cost in already existing buildings. 
The Vilter Mono-Unit is especially engineered oive Your Problems 


to the individual requirements of any type Steam...Power...Water... 
of application, and can be installed at as- ‘ ‘ ‘ ae 
tonishingly low cost, even in small space. Refrigeration...Air Conditioning 


Readily adaptable to automatic control. Consult Us Before You Spend 


BRADY, McGILLIVRAY & MULLOY 
ee ee ee CONSULTING ENGINEERS 


MILWAUKEE, WISCONSIN 37 West Van Buren St. 1270 Broadway 
REPRESENTATIVES IN PRINCIPAL CITIES Chicago, Il. New York City, N. Y. 


MASTERCRAFT 


TRUCK BODY 


One of many styles built by us to individual 
specifications on a mass produc- 
tion plan. Result—Custom Truck 
Bodies for your needs at standard 
prices. 


LUCE MFG. CO., Lansing, Mich. 
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neer, York Ice Machinery Corp., York, 
Pa. 


“Control of Refrigerant in Surface 
Cooling Systems,” by D. D. Wile, chief 
engineer, Refrigeration & Air Condi- 
tioning, Detroit Lubricator Co., Detroit, 
Mich. 


“Kold-Hold Cooling Unit for Refrig- 
erated Trucks and Method of Applica- 
tion,’ by Dr. C. W. Chamberlain, pro- 
fessor of physics, Michigan State Col- 
lege, East Lansing, Mich. 


“A New Standard for Rating Con- 
densing Units,” by Glenn Muffly, gen- 
eral chairman, Joint Committee on Rat- 
ing Commercial Refrigerating Equip- 
ment, Springfield, Ohio. 

“Developing of Condensing Units in 
the United States,” by David L. Fiske, 
secretary, American Society of Refrig- 
erating Engineers, New York City. 


CONDENSING UNIT STANDARDS 


After many months of work, a joint 
committee of representatives of the 
American Society of Refrigerating En- 
gineers, the Refrigerating Machinery 
Association and the Refrigeration Di- 
vision of the National Electrical Manu- 
facturers Association has formulated 
proposed standard methods for testing 
mechanical condensing units. 

These proposed standards were dis- 
cussed in meeting of full membership 
of both the Refrigerating Machinery 
Association and the Refrigeration Di- 
vision of the National Electrical Manu- 
facturers Association and received 
unanimous approval. This action is a 
foreword step in the progress of the re- 
frigerating machinery industry, and one 
which should prove of lasting benefit 
to manufacturers and users of refrig- 
erating machinery. While these stand- 
ards are in approximate final form, 
there may be some revisions of a minor 
character. 


REFRIGERATION NOTES 


Longview Ice & Cold Storage Co. has 
installed 300 additional individual cold 
storage lockers at Longview, Wash., 
bringing total to 500. 

T. A. Phillips, Fairfield, Tex., pur- 
chased 20-ton refrigerating machine 
and 10-ton ice freezing system. 

Western Ice & Utilities Co., Mones- 
sen, Pa., has permit for $10,000 im- 
provement, consisting of new ice stor- 
age rooms, repairs, and rebuilding of 
exterior. 

C. C. Condit, Forest Grove, Ore., in- 
stalled cold storage locker system of 
448 lockers in his market on Main st. 

A. S. Martin, Chadbourn, N. C., is in 
the market for cold storage equipment. 

J. R. Morris and O. C. Daniels, At- 
lantic, N. C., are erecting cold storage 
plant. 

United Dressed Beef Co., 780 1st ave., 
New York, N. Y., will make alterations 
to cold storage’ building. 


Week ending April 11, 1936 


Norman’s-Kill Farm Dairy recently 
purchased 46-ton refrigerating machine. 


Municipal cold storage locker system 
with 300 lockers has been opened at 
Madison, Neb. 


Country Club Dairy, nein City, 
Mo., has leased ground for erection of 
cold storage space. 


FINANCIAL NOTES 


National Tea Co. has declared a quar- 
terly dividend of 18% cents on pre- 
ferred stock, payable May 1, to stock- 
holders of record on April 138. 


Kroger Grocery & Baking Co. has 
declared quarterly dividends of 40 cents 
on common stock, payable June 1 on 
recorded stock of May 4%, of $1.50 on 6 
per cent preferred stock, payable July 
1 on recorded stock of June 19, and 
$1.75 on 7 per cent second preferred, 
payable July 31 on recorded stock of 
July 10. 


A reorganization plan for the Cleve- 
land Provision Co., Cleveland, O., has 
been filed in federal court and a hear- 
ing has been set for April 15. 


United States Cold Storage Corp. 
had consolidated net loss of $1,698 for 
1935, against net income of $323,408 in 
1934. Gross income declined to $1,441,- 
692 from $1,947,535. Decline was at- 
tributed to reduced storage stocks, par- 
ticularly meats and allied food prod- 
ucts, as a reaction from drought condi- 
tions, government activities and other 
causes. Diversification failed to offset 
loss of income from meat and egg stor- 
age. 


PACKER AND FOOD STOCKS 


Price ranges of listed stocks, April 8, 
1936, or nearest previous date: 
Sales. High. Low. 
Week ended 
April 8. —April 8.— 


Amal, Leather.. 1,300 
Do. Pfd 


—Close.— 
April April 
8. 1° 


Armour Tl. 
Do. Pfd. 


Beechnut Pack. 
Bohack, H. C.. 
Do. Pf 


Cu ‘v 
First Nat. Strs. 4,800 
Gen. Le gh 
Gobel Co. © 
Gr. : &P. istP fd. 

Do. New 


ew 
Hormel, G. aes 
Hygrade ~ % 17, 200 
—— G. 7,800 
Libby Monet. 24 000 
Mickelberry Co. 1,200 
M. & H. Pfd.. °110 
Morrell & Co.. 
Nat. Leather.. 
Nat. Tea ... 
Proc. & Gamb. 
Do. Pr. ia 
Rath Pack. . 
as aig | Strs.. 
%o Pfd. 
. 7% Pid. 
Stahl Ses oe 
— 4 a: 


U. *S Leather 
Do. 
Do. 


é *Or” last previous date. 


Packers Are Modernizing 


A two-story addition with smoke- 
house is being planned for the Albany, 
N. Y., plant of Armour and Company. 
Improvements would cost about $20,000. 


Plans for a $12,000 addition to the 
plant of the Edelmann Provision Co., 
Cincinnati, O., are being revised and 
the project will be rebid. Building will 
be of steel and concrete block construc- 
tion. 

Acme Packing Co., Seattle, Wash., is 
carrying on an extensive building pro- 
gram. Quarters for the clerical force 
are being enlarged. A two-story fire- 
proof building of hollow tile construc- 
tion is also being erected to house the 
supply department and dressing room 
facilities. 

Plans for a $125,000 meat plant to 
be erected at Caldwell, Ida., for Idaho 
Meat Producers, a farm cooperative, 
are being drawn up by Menges-Mange, 
Inc., St. Louis, Mo., and will be com- 
pleted about May 1. The plant will be 
located on a 15-acre plot near the Union 
Stock Yards, will be 117x143 feet and 
a story and a half in height. It will 
have federal inspection and a daily 
capacity of 150 hogs, 60 cattle and 150 
sheep or calves. Included will be in- 
edible dry rendering, complete hog vis- 
cera and partial beef viscera treat- 
ment, chilling coolers, holding coolers, 
sharp freezers, hide cellar, green bone 
and other departments. 

Curtin & Sinn, meat packers, Van- 
couver, Wash., will build a $20,000 
plant near that city. Plant will in- 
clude stock corrals, cold storage rooms, 
sausage room, freezer and curing de- 
partment. 

J. Shapiro & Sons, Augusta, Ga., who 
took over the plant of the Georgia- 
Carolina Packing Co., Inc., have com- 
pleted the first unit of a building and 
modernization program involving the 
whole plant. The first completed unit 
is a $12,000 sausage kitchen. The next 
building will be a freezer and a beef 
cooler. This plant operates under U. S. 
inspection. 

Hylbow Packing Co., High Point, 
N. C., has recently begun operating in 
a new plant. H. C. Bowie and W. E. 
Hylton, head the company, which cures 
and smokes hams and bacon, makes a 
full line of sausage and specialties, and 
handles wholesale fresh meats. 

On April 1 P. D. Gwaltney & Co., 
Inc., Smithfield, Va., completed a 
$65,000 plant for killing and cutting 
hogs which will begin operations in 
the summer. R. E. Jordan, Baltimore, 
Md., furnished most of the equipment. 


Rendering department of Norfolk 
Tallow Co., Norfolk, Va., which was 
completely destroyed by fire in Janu- 
ary, is being rebuilt of brick, steel and 
concrete construction, completely fire- 
proof. Three dry cookers and an An- 
derson expeller have been installed. 


Watch “Wanted” page for bargains. 


Page 39 





EE ————— YS SS ome oe 





























STRAIGHT 








VOTE ==: 


Page 40 











PLATFORM: 


Modern designs with sparkling origi- 
nality and dramatic appeal. Built to 
Sell your product. 


Skilled craftsmen trained to execute 
each design to hair-line precision. 


Controlled production from idea to fin- 
ished carton. Two Board Mills with a 
daily capacity of 300 Tons! 


Quick, Dependable, Nationwide Service 
by Rail, Water, Truck and Air. The lar- 
gest carton-selling organization in the 
U. S. A. 


“Balance Your Budget with the 


SUTHERLAND TICKET” 





| WN OM MTL OP aA PAPER COMPANY 
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SUTHERLAND 
TICKET! 
a 


LARD CARTONS 
SHORTENING CARTONS 
OLEO CARTONS 

BUTTER CARTONS 
BUTTER TUBS 

ICE CREAM CONTAINERS 


EGG CARTONS 
DISPLAY CARTONS 


SAUSAGE CARTONS 
TITELOK CANS 
Cellophane Window Cartons 










































































SUTHERLAND 23°58,So¢PARY, 





ALL KINDS—AL 


and each one has exclusive 
ADELMANN features! 








You can select an Adelmann Ham Boiler, in any 
price range, and be sure that you’ve got the best 
retainer for your money. 





EVERY Adelmann Ham Boiler is equipped with 
elliptical yielding springs and self-sealing cover. 
Each has sturdy, easy-to-clean construction. Each 
is equally efficient. Adelmann Ham Boilers are suit . NIROSTA 
made in many sizes — several shapes. Specials in athe < (Stainless) 
Cast Aluminum made to order. STEEL BOILER 


ADELMANN NIROSTA (STAINLESS) STEEL BOILERS 
are the finest that money can buy. Retainer body 
and cover each drawn from single sheets of stain- 
less metal—no seams, no welds. Impervious to 
rust or corrosion. The most economical boiler you 
can use. 


ADELMANN CAST ALUMINUM BOILERS are of alloy 
tested and approved by U. S. Navy to better with- 
stand salt corrosion. Ample strength for any re- 
quirement; easy to clean design. The standard for 
ham boiler comparisons. 


ADELMANN TINNED STEEL BOILERS have all reg- 

ular Adelmann features. Drawn from sheet steel, ee. , po 
heavily tinned. Will give long, profitable service. bs hg BOILER 
The most reasonably priced boiler you can buy. - 








ADELMANN—“The Kind Your Ham Makers Prefer” 


THE MODERN 
METHOD 


For details and specifications of 
Adelmann Ham Boilers and al- 
lied Meat Cooking Equipment, 
send for your copy of this free tae 
book. It gives operating point- a TINNED STEEL 


ers and trade-in schedules. BOILER 

















Office and Factory, Port Chester, N. Y. 
CHICAGO OFFICE: 332 South Michigan Avenue 


European Representatives: R. W. Bollans & Co., 6 Stanley St., Liverpool & 12 Bow Lane, London—Australian and New Zealand Representa- 
tives: Gollin & Co., Pty. Ltd., Offices in Principal Cities—Canadian Representative: C. A. Pemberton & Co., Ltd., 189 Church St., Toronto. 
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NEW STEEL DRUM FOR LARD 


Thousands of dollars are spent in im- 
proving the quality of lard and shorten- 
ing, and in manufacturing a product 
that embodies all of the features re- 
quired to make it sell. Yet in the past 
this same product has usually been 
shipped in a light-weight container 
scarcely strong enough to carry this 
product to the user. 


Now the E-Z Seal Junior, full re- 
movable head, sanitary-lined steel drum 
is offered as the latest development in 


SAFE AND ECONOMICAL. 


the container field for this type of prod- 
uct. It is sturdily constructed of steel 
and requires no crating or boxing, since 
it has full approval for shipment un- 
crated. 


This drum is available with a hori- 
zontal action locking ring, which seals 
the cover securely in place, or with the 
popular lug cover. It is constructed so 
that it can be stacked one on top of an- 
other, firmly and securely, and is sani- 
tary-lined to prevent contamination of 
any sort. 


This new drum is already being used 
by some of the leading packers and 
promises to be an outstanding develop- 
ment in the container field. 


IDENTIFYING BY BRANDING 


One of the oldest means of product 
identification is branding. Whether 
product is sold bare or wrapped and 
packaged, it is customary to brand. 
Small, easily-operated branding equip- 
ment makes this possible. Formerly 
only cured meats were branded, but 
with improvement in equipment it is 
now possible to brand manufactured 
meat products and fresh meats as well. 


With the more general adoption of 
grading of beef, veal and lamb car- 


Week ending April 11, 1936 


PURC HAS ING 


casses and desire of the packer for 
either his name or brand or both to 
appear on each retail cut of meat, de- 
mand for this method of identification 
has greatly increased. 


Branding supplements wrapping and 
packaging of products. The latter act 
as the silent salesmen, while the former 
guarantees that not only the wrapping 
but the product itself will inform the 
ultimate consumer of brand and qual- 
ity. Just because the packer wraps his 
hams or bacon in an attractively-printed 
parchment or transparent wrap does 
not mean that he does not brand the 
product itself before it is wrapped. The 
value of this has been so evident that 
an effort is now made to secure like 
results with all product. 


Efficient and economical branding 
equipment is available, suitable for use 
on every processed and manufactured 
product from frankfurters to meat 
loaves, as well as for cured meats and 
carcasses and cuts of fresh meat. These 
newer marking devices make a distinct 
and legible mark, whether the design 
be simple or elaborate. It is dried by 
heat the instant it is applied, thus pre- 
venting smudging and smearing and 
providing permanent, economical iden- 
tification. 


For trade-marking liver sausage, bo- 
logna, salami and other sausages in 
natural or unprinted manufactured cas- 
ings, brands in circular form are most 
often used. With these it is possible 
to mark the sausage from end to end 
with one quick operation, unmistakedly 
identifying every portion of it. Flat 
brands, which also dry the ink instantly, 
are available for marking hams, bacon, 
butts, etc. 


The fact that all products on which 


Departtinent= 


brands are applied with these newer 
devices can be handled immediately 
without special care to prevent smear- 
ing has eliminated much of the objec- 
tion to identifying by branding which 
existed heretofore. 


PAPER ADVICE FOR PACKERS 


Henry W. Pedersen has been added 
to the sales staff of the H. P. Smith 
Paper Co., and will call on leading 
packers in the interests of that com- 
pany. Starting as a lad in the op- 
erating department of the Smith plant 
Mr. Pedersen has gained, over a period 
of many years, a wealth of informa- 
tion relating to treated papers for the 
packer that should prove of much prac- 
tical value to buyers of packers’ papers. 
He has been unusually active in the 
development of these papers; as a mat- 
ter of fact, many sheets now widely 
employed in packing plants were de- 
veloped by him. 


CORK INSULATION 


Cork Insulation Company, Inc. of 
New York announces opening of two 
additional branch offices as part of a 
program to multiply service centers. 
T. A. Bishell is manager of the Wash- 
ington, D. C., office, 1700 Eye st. The 
other office just opened is in Tampa, 
Florida, located in the Lee Terminal, 
and is in charge of H. C. Bentley. 


Watch the “Wanted” page for posi- 
tions offered or good men available. 


PERMANENT, LEGIBLE IDENTIFICATION. 


Modern branding equipment for meat products dries brands in- 
stantly, making possible immediate handling without danger of 


smearing. 


Types for all kinds of processed and manufactured 
products, fresh cuts and carcasses are available. 


For many 


products branding provides an economical method of identification. 
(Photo Everhot Mig. Co.) 
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E=-Z SEAL sank 
, Help You Sell! 


Your Lard and Shortening, shipped in these sturdy, Sanitary- 
lined Steel Barrels, makes selling easier and repeat orders surer. 
Bakers like to get their shortening in these practical barrels be- 
cause they know there is no danger from splinters, or slivers — 





no shrinkage or soakage losses — no contamination — and 
a handy container for storing their other ingredients. 
The empty drums also have a high resale value. 


Write for descriptive folder and prices. 


E-Z SEAL, Jr. 


For 100 or 110 Ibs. 
of Lard or Shortening 
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\A Here is a NEW DRUM that 

Qs VLR . adds prestige to your finest qual- 
— : iit ity Lard and Shortening—a sturdy 

re , ioe Steel drum that REQUIRES NO 

- CRATING OR BOXING—and a 
package that is certain to deliver 
your product as FRESH and 
PURE as the minute it was 
packed. It has a baked-on Sani- 
tary Lining, and is available 
with either the horizontal-action 
locking lever or the popular lug- 


ee a ee ee ae ae. ee 


cover. The empty container is 
ideal for storing other ingredi- 
ents —or it can be sold to the 
second-hand dealer. 





Bakers will prefer the Shorten- 
ing that comes to them in this 
new E-Z SEAL JR. 











Write for prices and sam- 
ples on these Modern Steel 
| Drums — Get them work- 
| ing on YOUR sales staff. 


WILSON & BENNETT MFG. CO. Ri 


Three Modern Factories—CHICAGO, JERSEY CITY, NEW ORLEANS 
SALES OFFICES AND WAREHOUSE STOCKS IN ALL PRINCIPAL CITIES 
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Market Irregular — Undertone 
Steady — Trade Fairly Active — 
Hogs Firm — Hog Run Moderate 
— Cash Trade Satisfactory. 


ARKET for hog products recov- 

ered somewhat the past week as 
a result of firmness in hogs, a satis- 
factory cash trade, lack of pressure of 
cash product and a subsequent rally in 
grain prices. Hog run was moderate 
and a feeling existed that little or no 
accumulation of supplies of hog prod- 
ucts was taking place. Operations in 
futures market were mixed with com- 
mission houses on both sides as were 
packinghouse interests. However, as 
liquidation subsided, prices appeared to 
respond rather quickly to scattered ab- 
sorption, as hedge pressure on the 
whole was light and so far heavier hog 
marketings have not materialized. 


There was disposition to call atten- 
tion to the unusual closeness of lard 
and live hog prices. The impression 
prevailed that until such time as there 
is more evidence of accumulation of 
product, the market would encounter 
support on the declines. Others con- 
tended that lard is reasonably priced 
at present levels, that meats are not 
too high and that as stocks of product 
are built up packers will have more 
reason for supporting the price level 
than at present. 


Receipts of hogs at Western packing 
points last week totaled 263,000 head 
compared with 274,000 previous week 
and 263,600 same week last year. Av- 
erage price of hogs at Chicago at the 
outset of the week was 10.70c com- 
pared with 10.45c the previous week, 
9.10c a year ago, 4c two years ago and 
3.55¢c three years ago. Top.price at 
Chicago at mid-week was 10.90c com- 
pared with 10.75c the previous week. 
Average weight at Chicago last week 
was 253 lbs. compared with 250 Ibs. the 
previous week, 239 Ibs. a year ago and 
233 Ibs. two years ago. 


Lard Prospects Good 


Unseasonably cool weather over a 
good part of the country was expected 
to stimulate demand for hog products to 
some extent, and as a result stocks of 
lard and meats may show further de- 
crease during first half of present 
month. 


A German government decree pro- 
longed until March 1, 1937, the reduced 
import duty of 40 reichsmarks per kilo 
on lard, which was to have expired 
March 31, 1936. 


In lard circles unfavorable weather 
in cotton belt attracted more attention, 
in that drought conditions in Western 
Cotton Belt and wetness in Eastern belt 


Week ending April 11, 1936 


Provisions dard 
Weekly Marpcé (Cue 


have already resulted in delayed start 
of new crop. Likewise steadiness in 
cotton oil came in for some considera- 
tion, although lard is looked upon as 
relatively cheap compared with com- 
pound. 


Less Lard, More Meat Exported 


Exports of lard during week ended 
March 28 were officially placed at 
2,366,000 Ibs. against 2,107,000 lbs. last 
year, making exports January 1 to 
March 28, this year, some 26,046,000 
Ibs. compared with 44,566,000 lbs. the 
same time last year. 


Exports of hams and shoulders for 
week totaled 650,000 Ibs. against 140,- 
000 Ibs. last year, bacon 130,000 Ibs. 
against 263,000 lbs. and pickled pork 
153,000 lbs. against 45,000 Ibs. 

PORK — Demand was fair at New 
York and market steady with mess 








CASH TIERCED LARD & 
CASH LOOSE LARD 


CENTS PER LB. 
28 
26 


24 CASH LOOSE LARD 


CASH TIERCED LARD 


22 


' 9 5 1936 


IS TIERCE COST COVERED? 


Margin between cash and tierce lard as 
shown in this chart is so narrow this 
year, and failed to exist during so much 
of 1935, that question naturally arises 
as to what provision is made to cover 
cost of tierce and other expenses atten- 
dant on this type of shipment. Charted 
prices are those appearing in THE NA- 
TIONAL PROVISIONER DAILY MARKET 
SERVICE. 











quoted at $32.37% per barrel, family 
$31.8714 per barrel and fat backs $21.25 
@27.25 per barrel. 

LARD—Demand was fair and market 
steady at New York with prime West- 
ern quoted at 11.45@11.55c; middle 
Western, 11.35 to 11.45¢c; New York 
City tierces, 11%c; tubs, 11%@11%4c; 
refined Continent, 11%@11%c; South 
American, 11% @12c; Brazil kegs, 12% 
@12%c; compound in car lots, 11%c; 
smaller lots, 12c. 

At Chicago regular lard in round lots 
was quoted at May price, loose lard 
62%c under May, leaf lard 60c under 
May. 

(See page 58 for later markets.) 


BEEF — Demand was fair at New 
York and market steady with mess 
nominal, packer nominal, family $18.50 
@19.50 per barrel, and extra India mess 
nominal. 


FRENCH AID LARD EXPORTS 


Hoping to reduce domestic lard sup- 
plies and increase prices, France re- 
cently decided to pay a subsidy of about 
4.5 cents a pound on lard exports. The 
rate is subject to change. Precautions 
have been taken to assure quality of 
exports by paying the subsidy only on 
officially certified lard. 


Actual exports subsidized will depend 
on funds available and on domestic 
market. It is believed they will not ex- 
ceed 2,200,000 Ibs. French lard prices 
have been advancing recently, accord- 
ing to the U. S. Bureau of Agricul- 
tural Economics, with export prices de- 
clining. Total French exports of lard 
during 1935 totaled about 10,000,000 
Ibs. but 1936 exports are not expected 
to reach that level, even with the sub- 
sidy. 


GERMAN HOGS AND LARD 


Top hogs at Berlin for the week 
ended March 25, 1936, were quoted at 
$17.70 per cwt., compared with $17.70 
the previous week and $14.93 at the like 
period a year earlier. Lard in tierces 
at Hamburg was quoted at $12.81 per 
cwt. against $12.36 the previous week, 
with no quotations for last year. 


CHICAGO PROVISION SHIPMENTS 


Provision shipments from Chicago 
for the week ended April 4, 1936: 


Week Previous Same 
Apr. 4. week, week ’35. 


Cured meats, Ibs. ..21,694,000 16,810,000 17,083,000 
Fresh meats, Ibs. . .43,863,000 41,044,000 33,858,000 
Lard, Ibs. ....... + 2,322,000 3,390,000 3,481,000 
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PRAGUE POWDER 


Meets B. A. I. Requirements 


An All-Purpose Cure for Ham—Bacon—Sausage 


A SWEET PICKLE CURE 


50 gals. Water 133, lbs. Prague Powder 
86 lbs. Salt 15 lbs. Sugar 


A “Safe, Fast Cure”’ 
CURING TIME 


Boned Hams for Boiling— 
7 to 10 days 

Hams for smoking — 
18 to 21 days 

Picnics for boiling — 
5 to 7 days 


Picnics for smoking — 
10 to 14 days 

Sweet Pickle Bacon — 
3 to 5 days 

Sweet Pickle Butts — 
3 to 5 days 





For Dry Cure Bacon, Butts 


and Canadian Bacon 
a 
A rich, ripe flavor. The color holds 
Rub meat thoroughly — pack tightly in box 
Cure 6- to 8-lb. pieces 8 to 10 days 
Cure 12- to 16-lb. pieces 15 to 16 days 


Wash Lightly and Smoke 
Every Packer Who Uses “PRAGUE POWDER” Praises It. 


THE GRIFFITH LABORATORIES 


1415 West 37th Street, Chicago, Illinois 
Canadian Office and Factory at 1 Industrial St.. Leaside, Toronto 12, Ontario 




















BUILT TO 
LAST! 


Note the extra heavy 
construction of this 





efficient equipment— 








heavy channel iron 
frame sturdily braced 
and reinforced. Like 
the GLOBE Bacon 
Forming Box, this 
GLOBE Bacon Press 
is made to give long, 
useful service without 
attention or repair. 


UNIFORMLY SQUARE BACON SLABS 


slice right down to the very end 
—eliminate losses—build profits! 


Slicing waste is eliminated. Greater uniformity is 
attained. Bacon has better appearance. Permits 
uniform grading of all bacon, since slab can be 
molded to any desired width. 

To obtain best results in forming bacon in GLOBE 
Bacon Forming Boxes, the product should be put 
under pressure before chilling. The easiest, quickest 
and most economical way to do this is with the 
GLOBE Bacon Press. 

Operated by ordinary compressed air, may be con- 
trolled by either hand or foot lever. Equipped with 
all necessary safety devices. Saves time and labor. 
Does a better job! 

Write today for full details and prices! 


THE GLOBE COMPANY 


Complete Equipment for Meat Packers and Sausage Manufacturers 


818-28 West 36th Street, Chicago, Illinois 








Dh GLOBE BACON PRESS 
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Hog Cut-Out Results 


Good hogs of the various averages 
continued to move near the top of the 
market the first four days of this week, 
and light weights showed price in- 
creases over a week earlier. Some 
weakness was evident in the outlet for 
pork meats and as a consequence cut- 
out values of hogs are not favorable, 
good heavy hogs showing particularly 
large losses. It is seldom that heavy- 
weight cuts move at price levels equiv- 
alent to those for the lightweight and 
more demanded kinds, thus when heavy 
hogs sell right around the top of the 
market, it is difficult to avoid heavy 
cutting losses. 


At Chicago this week, price declines 
were evident on hogs weighing 300 lbs. 
and over, bulk of better kinds weigh- 
ing up to 250 lbs. selling within a price 
range of $10.65@10.90 and good light 
hogs weighing up to 160 lbs. selling 
from $10.85@10.75. Heavy kinds, 
weighing from 250 to 300 lbs., brought 
$10.50@10.75 on the closing days of the 
period. 


The season of the year is at hand 
when quality of hogs is likely to show 
change although so far the general run 
of hogs at central Western markets 
have been good. However, this should 
be kept in mind and yield tests made 
frequently. Considerable loss can be 
experienced when yields drop off and 
tests are not changed accordingly. 








Figuring Hog Cut-Out 


Hog cut-out values must be watched 
more closely than ever. 

They not only indicate what hogs are 
worth to the packer in relation to prod- 
uct values, but they are of considerable 
help in showing how to cut the most 
out of each carcass. 

Does price of lard justify cutting for 
the tank or favoring the various cuts? 

What are relative values of hams and 
loins; hams and bellies; shoulders and 
bellies? How can cutting be done to 
secure the greatest yields of the higher 
priced cuts? 

Cutting 
answer. 

Watch THE NATIONAL PROVISIONER 
cut-out tests. Compare results with 
those secured in your plant. Study cut- 
ting percentages and prices at which 
various cuts are selling. 

Adjust cutting practices to the mar- 
ket, and «:naintain close control in the 
cutting room. Don’t permit product 
that should go onto higher-priced cuts 
to be left on lower-priced product. 

Adjust methods also to eliminate ex- 
pensive trimming. 


tests help to give the 








In the test shown on this page, rep- 
resentative costs and credits for the 
Chicago market have been used. Both 


in and out of this area these should be 
checked in each plant and exact ap- 
plicable figures used. 


ARGENTINE BY-PRODUCT TRADE 


Argentina’s exports of refined ani- 
mal fats and cracklings increased 
sharply during the first 11 months of 
1935 over the movement in the same 
period in 1934. Packinghouse by-prod- 
uct exports from the Argentine for the 
first 11 months of 1935 and 1934 were 
as follows: 

1935 1984 

Metric 

tons. 

Animal oil 1,095 
Stearine 3,229 
Glycerine 572 
Glands 208 
Tallow, refined 22,350 
Tallow, unrefined 947 
Hog fat 2,595 
Margarine and palmatine 1,230 
Fat, refined 31,442 
Cattle horns 1,059 
Hair 38,601 
8,719 


Do you occasionally have batches of 
scorched lard?” ‘“PorK PACKING,” The 
National Provisioner’s latest book, ex- 
plains just what temperatures should 
be used for best results. It will make 
your rendering foreman more efficient. 








HOW SHORT FORM HOG CUTTING TEST RESULTS ARE FIGURED 


(Hog prices and product values based on THE NATIONAL PROVISIONER MARKET SERVICE, cutting percentages 


Per cent 


live 
Regular hams 


Boston butts 
Loins (blade in) 


Bellies, D. S 
Fat backs 
Plates and jowls 


P. S. lard, rend. wt 
Spareribs 


Feet, tails, neckbones 
Offal and misc 


Cost of hogs per cwt 
Condemnation loss 
Handling and overhead 


Loss per cwt 
Loss per hog 


Week ending April 11, 1936 


taken from actual tests in Chicago plants.) 


180-220 lbs. 


Price Value Per cent Price 
per per cwt. live per 
Ib. alive. wt. Ib. 


19 $ 2.66 13.70 18% 
14% 86 5.30 14 

19% 79 4.00 19% 
20 . 9.50 18% 
19% 8.70 17% 
3.00 14% 
4.00 8 


"1% 
9 250 9 


2.10 10.09 

11.90 10.47 
1.50 12% 

2.80 9 


2.00 


10.09 
10.47 
12% 


71.00 


220-260 lbs. 


260-300 lbs. 


Value Per cent Price 
per cwt. live per 
alive. wt. Ib. alive. 


$ 2.53 13.30 18% $ 2.41 
74 5.00 13 65 
.79 4.00 19% 79 

1.73 9.00 17% 1.54 
1.54 3.50 17 60 
42 9.00 14 1.26 
32 5.00 8% 43 
23 3.30 9 .23 
21 2.20 10.09 22 
1.25 11.50 10.47 1.20 
19 1.50 12% 19 
25 2.70 9 .24 
.09 2.00 : 09 
33 sre 33 


Value 
per cwt. 


$10.62 72.00 $10.18 








"Tien IS A DEFINITE NEED 
for the JOURDAN Process Cooker in your 
plant — not only because of the superior 
product it produces, but because of the sav- 
ings it gives. 

Shrink savings alone will pay for the 
JOURDAN Cooker in the average plant. 
And then you consider the many other ad- 
vantages of this equipment! Sausage is 
cooked on the rail, on the cage and on the 
stick without handling. Cooking is auto- 
The JOURDAN Matic and thorough — under complete con- 
PR pA trol at all times. No overcooked or under- 
the following pat- | ©0OKed product. No burst, broken or tan- 
ents: No. 1,690,449 gled sausage. And quality is boosted tre- 
pg ge aoe mendously! You can’t afford to do without 
dated Aug. 8, 1933. the JOURDAN! 

a You can test the JOURDAN Process 
ie other sausage 4 ©00Ker without obligation by means of our 
cooker or method of free trial offer. Get the details! 


sausage cooking can 


Reasons for Vsing the 
JOURDAN PROCESS COOKER 





Qin awe 


offer you the advan- 


tages, resuits and ~~ JQURDAN PROCESS COOKER CO. 


x. Jouapan. 814-32 West 20th Street * Chicago, Illinois 


EVERY SAUSAGE MANUFACTURER 
needs the help of SAUSATONE! 


SHELLABARGER Soya Flours make stuffed sausage 
higher in quality, finer in appearance, greatly improved 
in keeping qualities. Properly applied, they help produce 
sausage that cannot be approached by ordinary methods. 


BETTER FLAVOR. 


Sausage made with SHELLABARGER Soya Flour 
is better in flavor. All meat juices are retained 


in the product. You get the full, fine flavor of 
the meat ingredients! 


“BETTER TEXTURE. 


Tremendous binding qualities keep the sausage 
fine and firm. Sausage stuffs tight, STAYS 
tight. No wrinkling. Better slicing. 


“BETTER YIELDS 


Astonishing gains in yields are always obtained 
with SHELLABARGER Flours. Increased yields 
pay for the flour many times! 


Back of the SHELLABARGER name is 160 years’ 
experience in the milling field. This reputation, plus the 
fact that all SHELLABARGER products for the meat 
packing industry are produced by an exclusive patented 
process, is your guarantee of quality and satisfaction. 

SHELLABARGER Soya Flours have a definite logi- 
cal use in all of your sausage varieties. We will gladly 
submit complete proof, plus generous free samples for 
test purposes. Write! 


SHELLABARGER 
Grain Products Ca. : 


DECATUR: <“FCEINOIS 


“SAUSATONE, MEATONE, 
SPECIAL X, and other specialties 
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PORK PRODUCTS EXPORTS 


Exports of pork products from the 
U. S. week ended April 4, 1936: 


PORK. 


ded to 
April 4, April 6, Apr 4, 
936. 1935. 
bbls. bbls. bbls. 
‘ eee 37 om 
aited. Kingdom © eee cose 
5 . 658 


Continent © eece 37 
West Indies eee eoee 


BACON AND HAMS. 


M Ibs. 
tal 3,072 
Waited Kingdom 3,070 
Continent cece 
West Indies 
Other countries 


Tota 
uated, Kingdom 
Continent 
Sth. and Ctl. America... 
West Indies 
Other countries 


TOTAL EXPORTS BY 


Total week .... 
Previous week . eo 3,754 1,587 
2 weeks ago . we 100 661 p 

Cor. week 1935 .. oben 37 3,072 1,578 


SUMMARY NOV. 1, 1935, TO APRIL 4, 1936. 


1935 to 1934 to De- 
1936. 1935. Increase. - crease. 
Pork, M_ Ibs.... 186 245 eee 59 
Sees 7. Hams, 
67,685 17,721 


- 41,369 67,718 26,349 


2,942 2,268 


MEAT IMPORTS AT NEW YORK 


For week ended April 3, 1936: 


Point of 
origin, Commodity. 
Argentine—S. P. bellies 
Argentine—S. P. 
Argentine—D. 
Argentine—Beef extract 
Argentine—Canned brisket beef 
Argentine—Canned corned beef 
Argentine—Canned roast beef 
Canada—Bacon 
Canada—Fresh chilled calf liver 
Canada—Fresh chilled beef liver 
Canada—Smoked ham 
Canada—Fresh —— beef 
Canada—S. P. ham 
Canada—Sausage 
Ozechoslovakia—Cooked sausage 
Czechoslovakia—OCooked ham 
Denmark—Cooked ham 
Denmark— Liverpaste 

land—Beef extract 
England—Meat 
England—Smoke 
Estonia—Cooked shoulders . 
Eg ag a 
Estonia—D. S. 
Estonia—Salted re bellies 
Germany—Smoked ham ... 

ny—Smoked sausage 

Holland—Smoked ham ... 
Holland—Cooked ham 
Hungary—Salami 
Irish Free State—Smoked bacon 
Irish Free State—Green hams 
Italy—Salami 
Italy—Smoked ham 
Italy—D. S. pork 
Italy—Smoked t sausage 
Italy—Bouillon 
Italy—Beef extract 
Lithuania—Cooked ham 
Norway—Liverpaste 
Norway—Meat balls 
Norway—Sheep sausage 
Poland—Cooked ham 
Poland—Unsmoked bacon 
Poland—Smoked bellies 
Poland—Luncheon meat 
Poland—Smoked bacon 
Poland—Smoked ham 
Poland—Smoked pork loins............ 
Poland—Smoked sausage 
Switzerland—Soup tablets 
Switzerland—Bouillon cubes ... 
Uruguay—Canned corned beef . 
Uruguay—Canned roast beef 


Amount 
5,601 Ibs. 


Week ending April 11, 1936 
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FUTURE PRICES 


SATURDAY, APRIL 4, 1936, 


10.77%4b 


15.25n 


MONDAY, APRIL 6, 1936, 


11.02% 


TUESDAY, APRIL 7, 1986, 
LARD— 


May ...11.07 11.07% 11.00 11.00 


July 2.1102 11.02% 11.00 11.00ax 
Sept. vl 95 soae Ri 10.95 
[110.90 10.90 10.87% 10.87%ax 
BELLIES— 
..15.20 ae pet 


WEDNESDAY, APRIL 8, 1936. 
LARD— 


May ...11.05 
July 

Sept. 

Oct. 


CLEAR BELLIES— 
May ...15.00 


15.20 


11.10 
11.07% 
11.10 


11.05 
11.00 


THURSDAY, APRIL 9, 1936. 
LARD— 
May ...11.10 
i 
. 11.12% 11. 02%4b 
10.8744b 


14.90ax 


FRIDAY, APRIL 10, 1936, 


Holiday. No market. 


Key: ax, asked; b, bid; n, nominal; —, split. 








Inflation Insurance 


Many lines of business are 
worried about price fluctuations 
as a result of inflation, and trad- 
ers in meat products are no ex- 
ception. 


Provision trading is on a sale 
to sale basis, and long-term deliv- 
eries can be protected—for both 
seller and buyer—by the simple 
clause now included in so many 
trading contracts: 


“Basis NATIONAL PROVISIONER 
Datty MARKET SeRVICE day of 











shipment.” 


Do you protect yourself by such 
a clause? 


Do you have the DAILY MAR- 
KET SERVICE to guide you, 
both by mail and by wire? 


Full information concerning this 
service, and its protection to you in 
trading now the 

lied upon re pest to 

IONAL PRO STONER, 

Dearborn st., Chicago, IIL. 








CASH PRICES 


Based on actual carlot trading Thursday, 
April 9, 1936. 


*S.P. 


Short Shank %c over. 
BELLIES. 
(Square cut seedless) 
(S. P. 4c under D. C.) 


Plat 
Jowl Butts 
Green Square Jowls 
Green Rough Jowls........ 


LARD 
Prime Steam, cash.... 
Prime Steam, loose. 
Re! boxed 
Neutral, in 
Leaf 


EXPORT NOTES 


A German government decree has 
prolonged the reduced import duty of 
40 marks per 100 kilos on lard until 
March 31, 1937. The duty was to have 
expired on March 31, 1936. 

British lard trade reports that Amer- 
ican product is now receiving more at- 
tention from buyers. American lard 
has been closer in price to lard from 
other countries during recent weeks. 
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Pure Lard IS 
Odorless 


Keep it so, by Eliminating FOREIGN Odors 
with "NUCHAR” During Production 


INDUSTRIAL CHEMICAL SALES COMPANY, INC. 


230 Park Ave., 418 Schofield Bidg., 205 W. Wacker Dr., 
New York City Cleveland, O. Chicago, Ill. 

















NUCHAR 














The Most Outstanding 
Tankage 
Fertilizer 


“Triples output— 

makes better product.” 
Wargin Beef Scrap Co., Denver, Colo, 

“Only mill that meets present-day needs.” 
Waterloo Soap Works, Waterloo, Iowa. 


“JAY BEE” Hammer Mill makes tankage, meat scrap, 
fish scrap, cracklings, dried b , ete., profitable when other 
equipment fails. Handles up to "12% % grease, 25% moisture. 
Delivers finely finished, uniform product in one continuous 
operation without use of cage mills, screens, or elevators. 
Capacities up to four tons per hour, depending upon H.P. used. 


All Steel Construction — Practically Indestructible 


“5 AY BEE” & is made lgest , capac oeier P and alloy —. 


lower cost per ton then any process. Write for 
Se ae + - grag Prices, terms, etc. We can solve any 


“JAY BEE”? 


Over 20,000 “JAY BEE” mills in use all over the world—setting 
the for Capacity, Economy and Durability. 


J. B. SEDBERRY, INC., Dept. 96, Franklin, Tenn. 
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NEEDS 
NO ELABORATE 
FOUNDATION 


\\ hen installing an 


Anderson Special R. B. 
Expeller it is not neces- 
sary to cut a hole in 
the floor or to build an 
elaborate foundation. 
But that’s only the 
first saving you realize 
with an Anderson Expeller. Less labor and skill are 
required to operate an Expeller than with hydraulic 
pressing equipment, that means lower overhead. 


Get the facts, compare production, upkeep, speed, over- 
head, capacity. Write today, state your requirements. Let 
us tell you howan Anderson Expeller can fit your needs. 


THE V. D. ANDERSON COMPANY 


1937 West 96th Street e Cleveland, Ohio 


20 


YEARS 


Serving the Packing Industry 
New type ball bearings and 
pulleys on Gruendler Equip- 
ment cut lubrication 90%, re- 
duce power consumption 30%. 
Gruendler Hogs are fool-proof! 


Give more uniform There are Gruendler Crushers 


and Pulverizers for horns, hoofs, 
— (dry and green), beef 
lard crackl 
= all by-products. 
WRITE! 


GRUENDLER CRUSHER & PULVERIZER CO. 
2915 North Market St. St. Louis, Missouri 


The New 


FRENCH 
CURB PRESS 


Will Give You 


MORE GREASE 
PURER GREASE 
LESS REWORKING 
GREATER CLEANLINESS 


pa We invite your inquiries 
- > The French Oil Mill 
Machinery Company 
Piqua Ohio 
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ss lallows Greases 


Betkly Markee Retew 


TALLOW — Quiet market featured 
tallow at New York the past week with 
buyers and sellers still apart. Pro- 
ducers’ ideas were maintained at 5%c 
delivered or 55c f.o.b. on extra, with 
some producers inclined to hold for bet- 
ter levels than those prevailing. Con- 
sumers refuse to come up in their ideas 
and more or less of a deadlocked situ- 
ation continued to exist. Foreign tal- 
lows are held at a price somewhat 
above domestic levels and were attract- 
ing little or no attention. A weak situ- 
ation existed in the Western tallow 
market. 


According to reports current, domes- 
tic tallow production continues to run 
below normal while imports of inedible 
tallow are reported to be running light- 
er than heretofore. As a result of this 
situation, producers have been firm in 
their ideas. 


At New York special was quoted at 
5léc, extra 5%c f.o.b., and edible 654c 
f.o.b. Tallow futures market at New 
York was moderately active the past 
week with sales of July at 5.75c, a de- 
cline of 10 points on the week. 


At Chicago, edible was quoted at 7c, 
prime packers 5%c, special 5%4c, and 
No. 1 at 544c 

There was no London tallow auction 
this week. At Liverpool, Argentine 
frigorifico tallow, April-May, was 
quoted at 29s or unchanged from pre- 
vious week, while Australian good 
mixed tallow, April-May shipment Liv- 
erpool was quoted at 26s 9d, an advance 
of 6d for the week. 


STEARINE—An active trade and a 
steady market was reported in stear- 
ine at New York the past week, with 
sales at 7%c for oleo, while sales were 
reported from the West early in the 
week at 7%c. Offerings appeared to 
dry up for a time, and oleo at New 
York was subsequently quoted at 74 @ 
8c, off %c from the previous week, 
while at Chicago, oleo was quoted at 
Titec. 


OLEO OIL—Market was quiet and 
steady at New York, with little or no 
change in prices. Extra was quoted at 
10% @l1l1c, prime 9%@10%c and lower 
grades 93,.@10c. At Chicago, demand 
was weak with extra quoted at 10%4c. 


(See page 58 for later markets.) 


LARD OIL—Demand was routine at 
New York this week and the market 
without quotable change. No. 1 bar- 
rels listed at 8%c, No. 2 at 8%4c, extra 
llc, extra No. 1 at 9c, prime edible 
14%c, inedible 12%c, extra winter 
strained 11%c. 


NEATSFOOT OIL — Market was 
rather quiet but steady at New York 


Week ending April 11, 1936 


with cold test quoted at 16%c, extra 
9%4c, No. 1 at 9c, pure 12%c and spe- 
ical 11%c. 

GREASES — Well sold up position 
and steady market featured greases at 
New York the past week with last 
business in yellow and house reported 
at 54%c. Buyers were bidding 4%c but 
offerings were light and steadily held. 
Steadiness in tallow was a helpful fea- 
ture, but in the main a lack of offer- 
ings was the stabilizing feature in 
greases. Reports indicate that produc- 
tion of all soap making materials are 
comparatively moderate and this has 
been attracting attention especially in 
producing circles. However, consumers 
appear unwilling to follow the market 
upwards and as a result more or less 
of a waiting attitude was adopted by 
both sides. 


At New York, choice white grease 
was quoted at 7c, A white 54% @5%c, 
B white 5@5%éc, yellow and house 4% 
@5c f.o.b. 


At Chicago, demand was routine and 
market weak with choice white at 6%c, 
A white 5%c, B white 5%c, yellow 4% 
@5c, brown 44%4@4%c. 


TALLOW FUTURE TRADING 


Tallow transactions at New York: 


SATURDAY, APRIL 4, 1936. 
Low. Close. 
— 5.70@5.80 
5.75@5.85 
5.75@5.90 
5.75@6.00 
5.75@5.95 


@5.75n 
@5.75n 
@5.75b 
@5.75b 
@5.75b 


@5.7in 
5.65@5.90 
@5.75b 
@5.75b 
@5.75b 


5.65b 
5. was. 85 
@5.60b 


@5.55n 
5.65@5.75 
5.65@5.85 
5.65@5.85 
5.65@5.90 


FRIDAY, APRIL 10, 1936. 
Holiday. No Market. 


LARD AND GREASE EXPORTS 


Exports of lard from New York City, 
April 1, 1936, to April 8, 1936, totaled 
354,180 lbs.; greases, 238, 000 Ibs.; stear- 
ine, none, 


BY-PRODUCTS MARKETS 
Chicago, April 9, 1936. 
Blood. 

South American ground blood avail- 
able for April-May shipment at $2.50@ 
2.60 per unit, c.if. 

Unit 
Unground 
Digester Feed Tankage Materials. 

High grade digester tankage offered 
at $2.80 & 10c. Last sales at quoted 
prices. 

Unground, 10 to 32% ammonia. .$2. B389 & is 
Unground, 8 to li 2.90 & 10c 
Liquid stick 

Packinghouse Feeds. 

Little change in market for packing- 
house feeds. 


Carlots, 
Per ton. 


Si5-00 


Digester tankage meat meal, 60%...$ 

Meat and bone scraps, 

Steam bone meal, 65%, special feed- 
ing, per ton 

Raw bone meal for feeding 


Dry Rendered Tankage. 


Market quiet and offerings light. So. 
American product easy with high grade 
available at 60@62%c, c.i-f. 


Hard pressed and exp. unground per 
unit protein 

Soft, prsd. pork, ac. grease & qual- 
ity, ton 

oft 


$ .60@:.65n 
@50.00 
@45.00 

Fertilizer Materials. 
Quoted prices Chicago basis, delivery 
Southeast $3.00@3.10, April shipment. 
=e tankage, ground, 10@ 


@$2.50 & 10c 
ungrd., 


gs 
2.50 
Gelatine and Glue Stocks. 
Glue stock firm. Prices quoted per 
ton, f.o.b. Chicago. Pigskin scraps 5% 
@6c, East. 


Calf trimmings 

Sinews, pizzles 

Cattle jaws, skulls and knuckles 

Hide trimmings 

Pig skin scraps and trim, per lb.... 


Bone tankage, 
per ton 
Hoof meal 


Horns, Bones and Hoofs. 
Cattle hoof prices c.a.f. Chicago. Mar- 
ket quiet. 


Horns, according to grade 


5.00@75.00 
Cattle hoofs erany tod 














GEO. H. JACKLE 
Broker 
Tankage, Blood, Bones 
Cracklings, Bonemeal 
Hoof and Horn Meal 


Chrysler Bldg., 
405 Lexington Ave. 
New York City 


























16.50@17.50 
(Note—Foregoing prices are for mixed carloads 


of unassorted materials indicated above.) 
Animal Hair. 
Contracts pending for summer hair 
with offerings open for last winter’s 
production. 


Summer coil and field dried @3%ec 
Winter coil, dried Suasize 
Processed, black winter, per Ib 

Processed, grey, winter, BOP - We cccevess Bua tise 
Cattle switches, each* 1%@1%ec 


*According to count. 
Bone Meals (Fertilizer Grades). 


Steam bone meal continues quiet. 
Ground quoted Chicago, delivered. 


Steam, \ $17.00@18 
Steam, unground, 3 & 50 16.00@16. ‘$0 


EASTERN FERTILIZER MARKETS 


(Special Report to The National Provisioner.) 
New York, April 8, 1936. 


There has been very little trading in 
fertilizer materials during the past 
week, because the weather is still very 
unsettled, which has prevented delivery 
of mixed fertilizers in volume. 


Ground tankage is offered at $2.85 
and 10c, and unground sold at $2.55 and 
10c, f.o.b., local shipping points. 


Dried blood sold at $2.75 per unit, 
f.o.b., New York, and is being offered 
at this price. South American sold at 
$2.50 per unit of ammonia, c.i.f., Atlan- 
tic Coast ports, and this is today’s quo- 
tation. 


Dry rendered tankage is easy in price 
with a fair amount of business being 
done. 


FERTILIZER MATERIALS 
BASIS NEW YORK DELIVERY. 


Ammoniates. 


Ammonium sulphate, bulk, per ton, 
basis ex vessel Atlantic ports: 
April to June 30, 1936, inclusive 24.00@ 25.00 
Ammonium sulphate, i" bags, 
per 100 lbs. f.a.s, New 
Blood dried, 16% per hog 
Fish ome, dried, 11% ammonia, 
10% B. P. L., f.0.b. fish factory.. 
Fish mons. “forcien, ip% ammonia, 
10% L., @ 35.00 
Fish hey eee 6% ammo- 
nia, 3% A.P.A. f.0o.b. fish factories 2.25 & 50c 
Soda nitrate, per net ton; bulk.. 
April to June 30 @ 24.50 
in 200-lb. bags 25.80 
in 100-lb. bags 26.50 
a 
15% P. L. bulk 
xy ,mnground, 
nia, 15% B. 


nominal 
@ 2.75 


2.70 & 10c 


2.85 & 10c 
2.60 & 10c 


Phosphates. 


Forei bone meal, stpynee, 3 and 
50 Ss, per ton, c.i.f. 

Bone meal, raw, 4% and 50 bags, 
per ton i.f 


Superphosphate, ~. f.o.b. Balti- 
more, per ton, 1 6% flat 


Manure salt, 30% bulk, per ton.... 
Kalnit, 20% bulk, per ton 
Muriate in bulk, per ton 


MARGARINE MATERIALS USED 


Oleomargarine materials used in 
manufacture during February, 1936: 
Feb., 1936. Feb., 1935. 
Ibs. Ibs. 
Ingredients of Uncolored 


argarine: 
a ge oil 


Lecit hi 

Milk 
Neutral lard 
Oleo oil 














oil 
Soda (benzoate of) 
Soya bean oil 
Vegetable oil 





Ingredients of Colored 
Margarine: 


Babassue oil 

utter 
Cocoanut oil 
Color 


Soda (benzoate of) 
Sunflower seed oil 





Total ingredients for col- 
red 


ored and uncolo: 46,078,630 


MEMPHIS PRODUCTS MARKETS 


(Special Report to The National Provisioner.) 


Memphis, Tenn., April 9, 1936.—Cot- 
tonseed meal closed on Thursday at ad- 
vances of 50c to 75c since Saturday 
last. A better consuming inquiry was 
quickly reflected in the futures, which 
have shown more activity than for some 
time. Heavy liquidation of May has 
resulted in an advance of 70c in that 
month, together with switching in 
quantity to July at from 20c to 25c 
premium on these months, against dis- 
counts of 5c to 10c on September and 
October. July has also shown an ad- 
vance in sales of 70c, while October has 
ranged within a limit of 50c. As the 
meal market will be closed on both Fri- 
day and Saturday and a Government 
report due on Monday, traders have 
been inclined to keep close to’ shore. A 
March disappearance of around 180,000 
tons is looked for against 157,290 tons 
a year ago and a 5-year average of 
202,653, which if the case, should prove 
somewhat of a bullish factor based on 
stocks on hand at the close of the pre- 
vious month. Aside from some activity 
in July, at the previous close of $20.50 
on July, Thursday’s market was dull 
but steady, June sold at $20.40 with 
little change in the other months, with 
closing prices unchanged to 25c lower 
for the day. 


Cottonseed oil has continued quiet, 
closing Thursday at unchanged prices 
from those of Saturday last. The mar- 
ket showed some strength early in the 
week when bids were up some 15 points 
from the lows. 


COTTON OIL TRADING 


COTTONSEED OIL—Southeast and 
Valley crude quoted at 8c nominal, 
Texas 8%4c nominal. 


Market transactions at New York: 
Friday, April 3, 1936. 


—Range— -——Closing—— 
Sales. High. Low. Bid. 


960 
930 
930 


SP oe Pp © wp 


4 965 960 965 
960 
2 947 947 951 


oe & © pw wp © wp © 


oY Sp wk && wp & 


968 
965 
958 
928 


pe pepep wo 


Thursday, April 9, 1936. 


964 963 963 a 964 
973 963 966 a 968 
958 955 957 a 

925 925 929 a "932 


(See page 58 for later markets.) 


HULL OIL MARKETS 
(Special Cable to The National Provisioner.) 
Hull, England, April 8, 1936. — Re- 
fined cottonseed oil, 27s 6d; Egyptian 
crude cottonseed oil, 25s. 
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Market Irregular—Undertone 
Steady—Trade Fairly Active — 
Crude Oil Steady — Lard Action 
Had Little Influence — Cash Oil 
Trade Reports Satisfactory— 
Weather South Unfavorable. 


ITH commission house and pro- 

fessional operations mixed, the 
cotton oil futures market the past week 
experienced distinctly steady undertone. 
Compared with previous week prices 
were a shade better. While no partic- 
ular feature characterized the buying 
side there was rather good absorption 
by refiners and others with Southern 
connections, while selling was scattered. 
Lard market at times induced some 
pressure on cottonseed oil. 


On the whole, routine conditions pre- 
vailed with reports very satisfactory on 
cash oil demand, while crude markets 
were steady. Weather in the South 
was unfavorable, with continued drought 
conditions in the Western belt. In the 
East too much wetness again prevailed 
and created further apprehension rela- 
tive to a delayed new crop start. 


A tendency to reduce cotton acreage 
ideas from those prevailing recently 
attracted some attention. Latest pri- 
vate estimates ran from around 31,- 
000,000 to 33,000,000 acreas which is 
some 12 to 19 per cent over last year. 
However, on an acreage of 33,000,000, 
trade was inclined to talk of possible 
crop of 12,000,000 bales of cotton, and 
of a crush of approximately 3,000,000 
bbls. of oil, which would be about 300,- 
000 bbls. less than average normal use 
in this country. 


Factors Influencing Oil Trade 


Consequently, climatic conditions are 
gradually developing prime importance. 
Likewise, weather in the Corn Belt, 
will attract more attention in the im- 
mediate future. 


The corn-hog feeding ratio continues 
favorable towards liberal feeding oper- 
ations, and creates the impression of 
greater numbers of hogs in the country 
and subsequently more lard supplies. 
On the other hand, those leaning 
towards the constructive side of oil, 
point to the unusual closeness of lard 
prices and live hog values, and the fact 
that there has been no accumulation of 
lard supplies worthy of mention, with 
little prospect for an increase in the 
latter until hog slaughtering enlarges 
considerably, as anticipated by the Ag- 
ricultural Department. 


The average expectation on March 
oil consumption ran around 240,000 
bbls, compared with 197,000 bbls. 


Week ending April 11, 1936 


Vegetable Oils 
Weekly Marpet eter 


in February and 166,000 bbls. in March 
last year. Incidentally predictions are 
already heard that April oil distribu- 
tion will make a comparatively satis- 
factory showing. Consumption balance 
of season will come in for more consid- 
eration, because of its influence on size 
of carryover of oil at the season’s end. 


Washington developments came into 
consideration again this week, owing 
to move in the lower house to increase 
excise taxes on future importations of 
oils and fats. This would be particu- 
larly important, should this include 
foreign cottonseed oil, which ate into 
domestic consumption somewhat the 
past season or two. 


Crude markets were very steady with 
the Southeast and Valley quoted at 
8%c nominal, Texas 8%c nominal. 


COCOANUT OIL— Demand rather 








CASH LOOSE LARD & 


cents per is, B. P. S COTTONSEED OIL 
28 


26 
24 


CASH LOOSE LARD 


B.P S.COTTONSEED OIL 
anaes iene aN 


22 


193 


Current hog shortage, with its accom- 
panying low lard production, has been 
a factor in the cash lard market, while 
market for cash cottonseed oil has 
been more or less routine for some 
time. Prospects for increased cotton 
acreage have been something of a 
bearish factor in the oil futures mar- 
ket, while the Department of Agricul- 
ture’s outlook report for increased hog 
slaughter has had some influence on 
lard futures. Prices used are those 
shown in THE NATIONAL PROVISION- 
ER DAILY MARKET SERVICE. 








moderate at New York and market 
about steady with producers asking 
456c, but reports were current of resale 
offerings at 4%c. Copra was a little 
easier at 2.60c. At the Pacific coast 
cocoanut oil was quoted about 4%c. 

CORN OIL—Market was rather quiet 
at New York but steady, with crushers 
quoting 8%c. 

SOYA BEAN OIL—While trade was 
moderate at New York, market was a 
little firmer on the week with prices 
quoted at 6%@7c. 

PALM OIL— Routine interest pre- 
vailed at New York in this quarter but 
prices were steady with spot nigre 
quoted at 45c, shipment nigre 4%c, 
12% per cent acid 3.90c, Sumatra spot 
nominal and shipment 4%c. 

PALM KERNEL—Interest was lack- 
ing at New York and market a shade 
easier at 4%4c. 


OLIVE OIL FOOTS—Dealers re- 
ported routine business at New York 
but steady tone with spot foots at 8c 
and shipment 7%c. 


PEANUT OIL—Trade was rather 
restricted at New York and market 
slightly lower on the week, quoted at 
8%c. 


SOUTHERN MARKETS 


New Orleans 


(Special Wire to The National Provisioner.) 

New Orleans, La., April 8, 1936. — 
Good quantities crude sold this week at 
814c; Valley with quite a few bids un- 
filled a fraction lower. Offerings now 
light as old crop crude is nearly ex- 
hausted. Better demand for refined but 
below sellers views. New crop plant- 
ing is badly delayed in sections east of 
River on account of rains and com- 
plaints of too dry weather in west. Dull- 
ness generally prevails, but better con- 
sumption of cotton oil is expected bal- 
ance of this year on account of much 
less competition from foreign oils 
looked for by the trade. 


Memphis 
(Special Wire to The National Provisioner.) 
Memphis, Tenn., April 9, 1936. — 
Crude cotton seed oil, 83. @8%4c lb., Val- 
ley; cottonseed meal, $20.00@20.50 
f.o.b. Memphis. Prompt shipment. 


Dallas 
(Special Wire to The National Provisioner.) 
Dallas, Tex., April 9, 1936.—Forty- 
three per cent cottonseed cake and 
meal, basis, Dallas, for interstate ship- 
ment, $23.00. Prime cottonseed oil, 
8% @8%e. 
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bring increased sausage 


consumption! 


The coming of spring marks an increase 
in sausage consumption, and a build- 
ing up of sausage volume to its sum- 
mer peak. The smart boys are getting 
ready now! 

They’re adding new products to their 
line, placing their orders for materials 
and supplies. And we are glad to say 
that a lot of them are coming to 
SALZMAN for their casings. 

Why? Because they’ve found that 
we give them better casings, and quote 
money saving prices. The new type 
of personalized casing service we have 
originated insures prompt, intelligent 
attention and immediate deliveries. 
And we are always glad to point out 
new, money-making suggestions to our 
customers. 

There are some mighty good reasons 
why YOU should be using SALZMAN 
Casings and SALZMAN Service. May 
we tell you about them? Write! 


Salzman 
CASINGS CORP. 


4021 S. Normal Ave., Chicago 








HALLMARK 
KREEMKO 


BRAND 
Sausage Flour 


For Better Loaves 
and Finer Sausage 


Reduced costs...increased yields ...im- 
proved flavor and appearance. These 
results are assured with HALLMARK 
KREEMKO Sausage Flour! Juices are 
absorbed and held...loaves and sau- 
sages are more nutritious... better tex- 
ture and slicing quality. Try HALLMARK 
KREEMKO Sausage Flour —the quality 
Sausage Flour for Quality Meat Products! 


STEIN, HALL MFG. CO. 


2841 S. Ashland Ave. 
CHICAGO, ILL. 


STEIN, HALL & CO., Inc. 


285 Madison Ave. 
NEW YORK, N. Y. 


HALLMARK 
SALES OFFICES KREEMKO 
N° AL Sausage Flour 


is manufactured 
by PARTICULARS 


Allied Mills, Inc. 


WRITE TODAY 
F ~ Fe 


FREE 
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CHICAGO NAKKET PRICES 





WHOLESALE FRESH MEATS 


Carcass Beef. 


Week ended 

Prime native steers— April 8, 1936. 
@18 20% @21% 

@18 20146 @21% 

@1s 20% @21% 


Cor. week, 
1935. 


14% @15% 
14144@15%4 
15 @16 


1814 @20 
1814 @20 
19 @20% 


@13 16 @17% 
ivavectbewtenss 12%@13% 17% @18% 

2 cedevecotooce 13 @14 18 19 
Heifers, good, 400-600....13 @13% 174%@18% 
Cows, 400-600 %@11% 114@ 14% 
Hind quarters, choice.... @24 @23% 
Fore quarters, choice.... @14 @15% 


Beef Cuts. 


Steer loins, prime unquoted 

Steer S, . @33 

Steer loins, No. ; @26 

Steer short loins, prime. . unquoted 

Steer short loins, No. 1.. 

Steer short loins, No. 2.. @33 

Steer loin ends (hips).... : 

Steer loin ends, No. 2... 

ED Sasson waive ain0-0-00:4:0 

Cow short loins........,. 

Cow loin ends (hips).... 

Steer ribs, prime 

Steer ribs, No. 

Steer ribs, No. 

ee SOS eee 

Cow ribs, No. b 

Steer rounds, prime unquoted 

Steer rounds, @14% 

Steer rounds, No. @14 

Steer chucks, unquoted 

Steer chucks, . 16% 

Steer chucks, yee ) @16 

Cow rounds é @14% 

Cow chucks @12% 

Steer plates @14_ 
@13% 


oe plates 
riskets, No. 
Steer navel ends Bid 
Cow navel ends 7% @10 
Fore shanks 29 @ 7 
Hind shanks @7 
Strip loins, No. 1, Ban f @60 
Strip loins, No. 2. ¢ @50 
Sirloin butts, No. 2 @32 
Sirloin butts, @25 
Beef tenderloins, ‘No. : DBS @75 
Beef tenderloins, No. 2.. D @55 
Rump butts ; 15 @2 
Flank steaks .... : 3 @22 
Shoulder clods .. s D131 @13% 
Hanging tenderloins .... ¥ @12 
Insides, green, 8 5 @14 
Outsides, green, 5@6 Ibs. D1E @12% 
Knuckles, green, 5@6 Ibs. @14 @14 


Beef Products. 


Brains (per Ib.) @ 7 @ 9% 

Hearts @ 9 r 
@1s 
@i6 

Ox-tail, per Ib a 8 

Fresh tripe, plain @9o 

Fresh tripe, H. C @a11% 

Livers _ @1g- 


@10 @10%, 


unquoted 
@40 


@37 
unquoted 
@54 


unquoted 
@ 


@16 @15 
@14 @13 
@18 @17 
Good racks ............. 12 @14 2 @i3 
Medium racks @10 @10 


Veal Products. 


Brains, each § 
Sweetbreads 3: eu 
Calf livers : @40 


Heavy sheep 
Light sheep 
Heavy saddles 
Light saddles .. 
eavy fores 
Light fores 


Sheep tongues, per ib:: 
Sheep heads, each..... “ 


Week ending April 11, 1936 





Fresh Pork, etc. 


Pork loins, 8@10 lbs. av. te 
Picnics 

Skinned shoulders 

Tenderloins .. 

Spare ribs 

Back fat 

Boston butts 

=e butts, cellar trim, 


Slip bones 
Blade bones 
Pigs’ feet 
Kidneys, per lb 


DOMESTIC SAUSAGE 


(Quotations cover fancy grades.) 


Pork sausage, in 1-lb. cartons 

Country style sausage, fresh in link.... 
Country style sausage, fresh in bulk... 
Country style sausage, smoked 
Frankfurters in sheep casings 
Frankfurters in hog casings 

Bologna in beef bungs, choice 

Bologna in beef middles, choice 

Liver sausage in beef rounds 

Liver sausage in hog bungs 

Smoked liver sausage in hog bungs 
Head cheese 

New England luncheon specialty 
Minced luncheon specialty, choice 
Tongue sausage 

Blood sausage 

Souse 


DRY SAUSAGE 


Cervelat, choice, in hog bessarvpe 
Thuringer cervelat 

Farmer 

TROISOOIMEE ec cccccccccceccce cecececoce ° 
B. ©. salami, choice.......ccccccccre ee 
Milano salami, choice, in hog bungs. eee 
B. C. sal , new condition 

Frisses, choice, in hog middles 

Genoa style salami, GAG B. ccccccesccsce 
Pepperoni 

Mortadella, new condition............ “ae 
Capicola 

Italian style hams 

Virginia hams 


SAUSAGE MATERIALS 


(F, 0. B. CHICAGO.) 


Regular pork trimmings 

Special lean pork trimmings 
Extra lean pork trimmings 

Pork cheek meat 

Pork hearts 

Pork livers 

Native boneless bull meat (heavy) 
Shank meat 

Boneless chucks 

Beef trimmings 

Beef cheeks (trimmed) 

Dressed canners, 350 lbs. and up 
Dressed cutter cows, 400 Ibs. A up. 
Dr. bologna bulls, 600 Ibs. and up 
Pork tongues, canner trim, S. P 


SAUSAGE IN OIL 


Bologna style yoy - beef rounds— 
Small tins, 2 to cra 

Frankfurt style aaa in sheep casings— 
Small tins, 2 to crate 

Smoked link sausage, in hog casings— 
Small tins, 2 to crate 


BARRELED PORK AND BEEF 


Mess pork, regular 

Family back pork, 24 to 34 pieces 
Family back pork, 35 to 45 pieces 
Clear back pork, 40 to 50 pieces 
—— plate _—~ 25 to 35 pieces 


ean por! 
Brisket pork . 
Plate beef 
Extra plate beef, 200-lb. bbls 


VINEGAR PICKLED PRODUCTS 


Pork feet, 200-Ib. bbl............-+-. eoawetad 


Lamb tongue, short cut, * 200-Ib. “bbl iecees -+. 43.00 
Ib. Di - 2 


Regular tripe, > 
Honeycomb tripe, 200-Ib. bbl 
Pocket honeycomb tripe, 200-Ib. bbl...... aes 


DRY SALT MEATS 


Clear bellies, wes . ate agiote veepueee 
Clear bellies, 18@20 

Rib bellies, be 

Fat backs, 1 

Fat backs, 14 

Regular plates 

Jowl butts 


WHOLESALE SMOKED MEATS 


Fancy reg. hams, 14@16 lbs., parchment 
paper asenes nicht NO 
ae * skd. hams, is@is ibs., parchmen ent 


-25 
Stanterd ‘se ae ame @16 “Tbs. plain. 23 
— 493 ihe Ibs., — oc plain..-18 
long shank, plain.. 
Fancy yh 6gs. Ibs., parchment paper. 3 
tandard bacon, 6@8 lbs., — awe 


ck ‘ 
Cooked hams, choice, skin on, “fatted..: 
Cooked hams, choice, skinless, fatted... 
Cooked picnics, skin on, fatted 
Cooked picnics, skinned, fatted 
Cooked loin roll, smoked...........0+++ 


LARD 


Prime steam, cash, Bd. Trade 

Prime steam, 

Refined lard, tierces, f.o.b. Chgo.. 

Kettle rend., tierces, f.o.b. Chgo.. 

Leaf, kettle rendered, tierces, 
f.o.b. Chicago 

von in tierces, f.o.b. Chicago. 

Compound, veg., tierces, c.a.f.. 


OLEO OIL AND STEARINE 


Extra ol€O Oil... ++. .eeeeeeeeereere cove ec 
Prime oleo stearine, edible..........++++ 7 


TALLOWS AND GREASES 


Edible tallow 

Prime packers’ tallow. . 

No. 1 tallow, 10% f.f.a.... 

Special tallow 

Choice white grease 

A-White grease, maximum 4% acid.... 
B-White grease, maximum 5% acid.... 
Yellow grease, ne 8 

Brown grease, 40% f.f.a.......++++-+++ 


AMAA 
PRE 


PS 


Prime edible 

Prime inedible 
Headlight burning oil 
— 8. 

Extr 


No. 
Acidiess tallow 
20° neatsfoot 
Pure neatsfoot (drums) 
Special neatsfoot 
Extra neatsfoot 
No. 1 neatsfoot 
Oil weighs 714 Ibs. per gallon. Barrels contain 
about 50 gals. each. Prices are for oil in barrels. 


VEGETABLE OILS 


Crude cottonseed oil, in tanks, f.o.b. 
Valley points, prompt 
White deodorized, in bbls., f.o.b. Chgo. ‘ot 108 
Yellow, deodorized 10% 
Soap stock, 50% f.f.a., f.o.b. mills.. 
Soya bean oil, f.o.b. mills 
Corn oil, in tanks, f.o.b. mi 
Cocoanut oil, seller’s tanks, f.o.b. coast. 
Refined in bbls., f.o.b. Chicago...... oan 


OLEOMARGARINE 


White animal fat, margarine, in 1 Ib. 
cartons, rolls or prints, f.o.b. Chicago. 
Nut, 1-lb. cartons, f.o.b. Chicago 





WEST CARROLLTON 


GENUINE VEGETABLE PARCHMENT 


Choice meat products deserve the best in sanitary 
protection and attractive appearance on the counter. 
Two generations of buyers have learned to choose 
in wrappers of Genuine Vegetable Parchment. Odor- 
less and tasteless — grease, dirt and germ proof — 
insoluble in water — easily unwrapped, permitting 
unused portions to be rewrapped — easily printed 
— only Genuine Vegetable Parchment offers all] the 
essential qualities for outside wrapper, carton liner 
and butter wrappers. Remember— “There is no 
substitute.” 





THE WEST CARROLLTON PARCHMENT CO. 
WEST CARROLLTON, OHIO 
Our 40th Year Serving the Food Industry 





Some One Profits on 
Your By-Products 
WHY NOT YOU 7 


There’s a nice profit 
in canned meat prod- 
acts—hash, potted 
meats, sausage, soups, 
dog food, food for other 
pets, etc. 

If you’re not now 
canning these yourself, 
someone else is mak- 
ing the long profit. 
Why not consider a 
canning department of 
your own? 

All the “wrinkles” 
have been taken out 
of this feature of a 


aathainn ews ae 








Packer’s activities, and 
a canning department 
may now be profitably 
installed — easily and 
quickly. 

May we send you, 
without obligation, 
complete information 
on equipment neces- 
sary to install your 
own canning plant? 


Sprague-Sells Equipment f for Meat Canners 


| 7 
Can Forks 
Can Openers 
ox: Renee 
ongs 
Canners Scales 
Coils 
Conveyors 


Cutters,Chop- Steam Jacketed 


Kettles 
Supplies 
Tables 


SPRAGUE-SELLS 


The name “STANGE” or the trade- 
mark “Peacock Brand” is your guar- 
antee of perfect satisfaction in meat 
packer and sausage manufacturers’ 
specialties. Made according to tried 
and tested formulas, these products 
offer advantages that no other product 
can equal. To give your sausage and 
specialties a guarantee of quality, use 
these products with a guarantee of 
quality. 

Dry Essence of Nat- Premier Curing Salt 

Baysteen 


ural Spices—Indi- 
vidual or blended Sani Close 


Peacock Brand Certi- Meat Branding Inks— 
fied Casing Colors Violet and Brown 


WM. J. STANGE COMPANY 


2536-40 W. Monroe St., Chicago 
Western Branch, 923 E. 3rd St., Los Angeles 





Division of Food Machinery Corporation HOOPESTON, ILLINOIS 
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CURING MATERIALS 





Cwt. Sacks. 
Nitrite of soda (Chgo. w’hse. stock): 
1 to 4 bbls. delivered in Chicago....... $9.40 
5 or more bbis. delivered in Chicago. . 9.25 
1 to 4 bbis. f.0.b. N. Y.: 
or ed granulated - 6.25 6.15 
Small crystals ... 





crystals me 2 
Taos aeuals senneeqeews% cscce GOO 7.75 
Dbl. refd. gran. nitrate of eoda.. - 3.62% 3.25 
It, ton, in minimum car of ‘80,000 
- Tbs. ont only, f.o.b. Chicago: 


Granulated ....-.cccccccccceece ee 
Medium, Gried..cccccccccccce ccccccce BW 
Medium, kiln dried..... siaagwenes coccccce SE 
ROCK cccccccccccceces aacocsuwes eeeeesee - 6.782 

~ 96 basis, f.o.b. . eae Orleans. . @3.75 
Second sugar, 90 basis.........-.++0. None 
Standard gran., f.0o. “y refiners, eae @5.00 

kers’ curing sugar, 8, 
"a b. Reserve, La., less 2%.......+. ° @4.50 


(Basis Chicago, original bbls., bags or bales. ) 


Whole. Ground. 
Per lb. Per lb. 

















Alispice Prime .....e.escececcecess 16 17% 
TINE cccscccccvcccceccccseces 16% 18 
Chili Pepper, Fancy............+e++ me 241% 
Chili Powder, Fancy.............+. ee 3A 

Cloves, BONER: <cccccccecsesssece 22 
MOGASASCAF ..ccccccccccccccccccs 164% 0% 
TAMSIVAT 2c ccccccccccccccccccccce 16 19 

Ginger, Jamaica .......cccccccccecs 17 19% 

eR eeeveteneeees es ee 144% 

Mace, Fancy Banda............++. 70 

a? TREER cccccccccccccccccecece 60 65 
& W. I. Bilend.......... a 60 
ausiara Fhoar, FaRGF..cccceses — e Br 

watnes, Fancy Banda..........2.0. oe 24% 
a PEE dtadecsroveceses eee 06 20% 

W. I. Blend ° 18% 
Paprika, Extra Fanc ee 23% 
Fancy .cccoccce a 22 

HIUMMATIAN .cccccccsccess oi 27% 

Pepina Sweet Red P of ame 26% 

Pimiexo (220-Ib. bole} 27% 

Pepper, Cayenne ...... 21 

Red Pepper, No. 1. 16 

Pepper, Black Aleppy lu 
Black Lampong ... 7% 8% 
Black Tellicherry .. - 10% 12 
White Java Muntok.............. 12% 14 
White BIMGAETS 2cccccccccccsces ™ 18% 
White PRGRGES .cccccccccccccsccs a 13 


SEEDS AND HERBS 


Veaiers, medium 
Vealers, cull and ‘common 


LIVE LAMBS 


Lambs, choice, 88-92 lbs...... 
Lambs, good, 71-IbD.........seeeeeeeee 





NEW YORK MARKET PRICES 


LIVE CATTLE 


Steers, medium and good.. 
Steers, COMMON .....--eeeeeeeees coe 
COWS, BOOd ..ccccccccccccees ee 


Cows, low cutter and a 


Bulls ..cccccccccccccsccccsccesce 


Lambs, common ....... 


LIVE HOGS | 


Hogs, desirable, 185-lb. avg...... 


DRESSED BEEF 
City Dressed. 


Choice, native, heavy.........seeeeeeee18 
Choice, native, light........seeseeeeeeeed8 
Native, common to fair.........+sseee0+ 


Western Dressed Beef. 


Native steers, 


800 1 
Native choice yearlings, 440@ 
Good to ch oh adleacceeecatis 
Good to choice COWSB......++.++++ 
Common to fair cows........-- 
Fresh bologna bulls..........-+eeeeeeee12 


Z 
Pees 
coneeotoe 


No. 1 hinds and ribs. 
No. 4 hinds and ribs. 












Ground 

for 

Whole. 8 
Caraway Seed .ccccoccccccccccece mee 13 
Celery Seed, French..... Kieeeewes 22 

Gemtines BOGE .ccccccccccccccccscoce 14 16% 

ander Morocco Bleached.... - § ee 
Coriander Morocco Natural No. 1 6 8% 
Mustard Seed, Cal. Yellow 8 10% 
7% 9% 

25 29 

1 14 

‘Dalmation Fancy. . <— 2 11 
Dalmation No. 1, Fancy. eenccusene 8% 10% 


SAUSAGE CASINGS 


(F. 0. B. CHICAGO.) 
(Prices quoted to manufacturers of sausage.) 


Beef Casings: 
Domestic rounds, 180 pack.......... 18 p54 
Domestic rounds, 140 pack.......... 28 
Export rounds, wide..............+. 40 
Export rounds, medium............ 25 
Export rounds, narrow...........+. 26 
DED, WE oc ccccedesvesecénte 
DO, BF WEES, cccccvcvccccsvecsoe 01 
ik fh > randdediness haekene 10 
2 tt MER nt buts ab etcecesccesies 07 
MiGMies, TOGWAT 2... cccccccescccccce 30 
Middles, select, wide, 2@2% in.. 45 
Middles, select, extra wide, 2% in. 
SEY uc eeeeoncrecaasiciesces @65 
Dried bladders: 
CR ee -70 
SP ls I Bie Sven ceccesscseeeen’s -60 
Oe Oe erat ere -45 
ae EG Moat Soncabenecnetuycewe 25 
Hog casings: 
ee. 2, Ree 2.25 
Narrow, special, per 100 yds............ 2.10 
BE, SUMED ics cccincecclecacieneuer 1.90 
eB ees Se 1.50 
Extra wide, per 100 yds................ 1.25 
EO FRE ore -25 
EQEWG QEUNNG DURES. ... 2.6... ccccccccceee 18 
Medium prime bungs.................. 13 
SMOG WRTERO BONER... 2. oo... ccceccceescee -10 
ME, WO WUE. 60a ccnccscckeenss sess 18 
yi Se RoR Se wees .08 
COOPERAGE 
Ash pork barrels, black hoops...... $1.40 ay 
Ash pork barrels, galv. hoops...... 1.474% @1.50 
Oak pork barrels, black hoops...... .80 1.32% 
Oak pork barrels, galv. hoops...... 1.374% @1.40 
White oak ham ‘tierces............ 2.27% @2.30 
Red oak tard tl MEN s wnccdecconss 2.02% @2. 
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Tenderloin 
Tenderloins, 


Shoulder clods ........eeeesceceeeeeeesedd 


DRESSED VEAL 


Good 
Medium ... 
Common . 





were weer reee eeeee 


DRESSED SHEEP AND LAMBS 


Lambs, prime to GE. «> ~nonveonceonrl 


Lambs, eccccccccece ecccccccccce 

TAmds, MORI cccccccccescceccscvcees 10% eis 

Sheep, good ............ coccesoce 

Sheep, medium ......... wesesececcoue 
DRESSED HOGS 

Hogs, good to choice............. «+ -$15.75@17.00 


FRESH PORK CUTS 


Pork loins, fresh, Western, 10@12 Re. 


Pork tenderloins, ..- 
Pork tenderloins, froze’ 


Shoulders, Western, 10@i2 Be. ave. 
Butts, boneless, Western............- 
Butts, regular, Western......... 


Hams, Western, fresh, 


10@ 
— + aa ‘Western, fresh, 
Pork trimmings, extra lean...... 
Pork trimmings, regular 50%. lean 


DORTEEINS  ccccccccecceses ° 


SMOKED MEATS 


Regular hams, 8@10 Ibs. avg 
Regular hams, 10@12 Ibs. avg 
Regular hams, 12@14 lbs. avg 





Bacon, boneless, Western. 
Bacon, boneless, city.. 
Rollettes, 8@10 Ibs. ave 
Beef tongue light. 





cccceces --$ 





See ie 






Rolls, 4 QS ibs. avg... ot ees obencnee 

Rolls, B IDS. BVEe co cvccccoccccccks 
B IDS. AVE. cece ccccccce SO 
GB IDS. BVE. cc ccccccccecceee 








City pickled bellies, ‘bas Ibs. avg. 










Beef tongue, heavy. bOseSeh 6% Vaan sc aeees : : 


FANCY MEATS 


Fresh steer tongues, untrimmed.. 
Fresh steer tongues, l. c. trimmed. - 
Sweetbreads, beef ......-sseecseeees 
Sweetbreads, WER) ccccccccccccccccce 
Beef Kidneys .....cecceccccccevcess 
Mutton Kidneys .......cccecceeceees 
Ldvers, beef .ccccccccccccccccccccce 


Oxtalls ..cccccccccece eccccccccvcccce 


Beef hanging ee 
Lamb fries 


Pewee eee eee eeeeseesseses 


BUTCHERS’ FAT 


Le Pat cccccccccccsccscccecs @ 


Breast fat ..cccccccccccccccccs 
Edible suet ....cccscccsccccecs 
Inedible suet ...... eecescccccce 


GREEN CALFSKINS 


5-9 944-12% 124-14 14-18 18 up 
2 


Prime No. 1 veals.. 20 2.10 $3 5 
Prime No. 2 veals.. 19 190 1.95 
Buttermilk No. 1.. 17 1.80 1.85 
Buttermilk No. wes 4 1.65 > 4 
Branded geese ° -95 
Number vececeee 95 ive 


BONES AND HOOFS 


Deel MN, BI io ono ccesevesvcssessiene 

MS pecccmessvceviccesesees 00 
Fiat dhimt, ROG. oc ccscccecccccvecccceccece GD 
ligh' 00 


& Pee me eres erereresesesees 


renin 
Pl 


HD 


2.35 
2.05 


eee 


cccecesecccecccccccccccccscsses 1000 


White hoofs 
Black and stri 


Cee eeeeeeeeeeeeseee 





PRODUCE MARKETS 


BUTTER. 
Chi 
Goemmeatz ? — rn pty 
reame: score)..... 1 
Creumeny firsts (88-89 " 
a | | 
EGGS. 


Firsts, Pee eee e eens 


a EET 22% 


—- edenneviee oneview 22 26 

ip eietinipsing tains cocceeetd 27 
Chickens, spring aseme 22-25 @27 
Turkeys .. cccccscoee Me 
DOSED cccccccccccce covccdl 23 
eee 13 17 


DRESSED POULTRY. 


Fryers, 381-42, frozen... .23 24 
Roasters, 43-54, " 


isos 25 
Roasters, 55 & up, frozen.264@27% 
Fowls, S147, fresh.......2144 33% 





New York. 
@32% 


eeeeeeeeee 


19 @24 


ais 
13 


SSSBNk 
eR 


BUTTER AT FIVE MARKETS 


Wholesale ae of 92 score butter at Chicago, 
New York, Boston, ae aoe. and San Fran- 


cisco, week ended April 2, 
‘March. 


27 28 30 31 
Chicago ..30%4-30%4 30 30 at Sas 20% 


New York. 044 at 30% 


Boston ... 31 31 20% 30 
Phila. .... 30% 80m 30% 30 
San Fran.. 30 30 30 


—April— 


2 
29 
30% 
30% 
31% 


Wholesale prices bE, a8 centralized car- 


lots—90 score at Chicago: 


29%)-30 29%4 29% 28%-29 29% 29% 


Receipts of butter by cities (tubs): 


This Last Last —Since Jan. 1.— 
1936. 1935. 


week. week. year. 


i cate . 385,136 37,900 31,373 682,733 

. ¥. .. 46,208 53,234 36,370 796,984 
Boston . 17,393 16,737 13,133 276,339 
Phila, .. 15,294 20,673 14,512 267,288 


Total 114,026 128,544 95,388 2,023,344 1, 1,904,167 167 


Cold storage movement (lbs.): 





In Out On hand 

April 2. April2. April 3. 

Chicago ..... 20,900 34,596 427,157 
New York .. 48,990 90,355 2,639,265 
IED, a 5a ica 30,907 10,509 257,099 
TERR lesexne 19,522 7,125 124,259 
are 120,319 142,585 3,447,780 


Same 
week day 
last year. 

177,730 

,099,001 

114, 965 

496 


D 


1,660,192 
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WEEN’S CLOSING MAKKETS 





THURSDAY'S CLOSINGS 
Provisions 

Hog products experienced some holi- 

day evening up for over the weekend 

and some selling on lower grain mar- 

kets, but scattered buying in lard 


checked the downturn, with firmness in 
hogs. Top hogs, Chicago, $11.00. 


Cottonseed Oil 


Cottonoil was a shade easier under 
evening up, but sentiment was a little 
more bearish locally as the week closed, 
due to a quieter cash demand. South- 
east Valley crude 8% @8%2c; Texas, 
8%c. 

Quotations on bleachable cottonseed 
oil at close of market on Thursday 
were: May, $9.63@9.64; July, $9.66@ 
9.68; Sept., $9.57@9.60; Oct., $9.29@ 
9.32. Tone steady; sale 65 lots. 


Tallow 
Tallow, extra, 55c lb. f.o.b. 


Stearine 
Stearine, 7% @8c. 


Thursday's Lard Markets 


New York, April 9, 1936.—Prices are 
for export. Lard, prime western, 
$11.50@11.60; middle western, $11.40@ 
11.50; city, 11@11%c; refined Conti- 
nent, 11%c; South American, 11%c; 
Brazil kegs, 12c; compound, 11%c in 
carlots. 


BRITISH PROVISION MARKETS 
(Special Cable to The National Provisioner.) 


Liverpool, April 10, 1936.—General 
provision market steady but dull; de- 
mand for hams lessening; demand for 
lard very poor. 

Thursday’s prices were: Hams, Amer- 
ican cut, 94s; hams, long cut, 92s; Liv- 
erpool shoulders, square, none; picnics, 
none; short backs, unquoted; bellies, 
English, unquoted; Wiltshires, un- 
quoted; Cumberlands, 72s; Canadian 
Wiltshires, 78s; Canadian Cumberlands, 
74s; spot lard, 63s. 


LIVERPOOL PROVISION PRICES 


Prices of first quality product at Liv- 
erpool for the week ended March 25, 
1936, with comparisons: 


Mar.25, Mar.18, Mar. 27, 

1936. 1936. 1935. 

American green bellies 
Danish Wiltshire sides 


Nom. $14.44 
. 31 18.40 
Canadian green sides 18. 17.75 16.26 
American short cut green 


hams \ 19.88 18.97 
American refined lard f 13.11 13.34 


MEAT AND LARD EXPORTS 


Exports of pork, bacon and lard 
through port of New York during week 
ended April 9, consisted of 116,310 lbs. 
of lard and 37,500 lbs. bacon. 
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WEEKLY HIDE IMPORTS 


Imports of cattle hides at leading 
U. S. ports for week ended March 28: 


Week Ending New York. Boston. 


Total 1936 471,239 


Mar. 30, 1935........ 9,843 
Mar. 23, 1935........ 21,768 


Total 1935 ........271,057 
Total so far: 1936—551,128.* 1935—285,777.* 


*Does not include imports at Norfolk. 














The Trading 
Authority 


Market prices based on 
actual transactions, and un- 
biased reports on the condi- 
tion of the markets, are 
given each day by THE NaA- 
TIONAL PROVISIONER’S DAILY 
MARKET SERVICE. 


Market prices and trans- 
actions on provisions, lard, 
sausage meats, tallows, 
greases, etc., at Chicago are 
given, together with Board 
of Trade prices, hog market 
information, etc. Export 
markets also are covered. 

This service has become 
the recognized trading au- 
thority and is used by pack- 
ers, wholesalers, brokers and 
others as a basis for their 
prices, for settling claims, 
pricing inventories, etc. 

THE DAILY MARKET SERV- 
ICE is mailed at the close of 
trading each day, and new 
subscribers are furnished 
with a handsome leather 
binder for filing the reports 
for record and comparative 
purposes. Telegraphic serv- 
ice (messages collect) is also 
available to subscribers at 
all times. 


If you want to keep posted 
on the markets every day, 
fill out the coupon below and 
mail it. Subscription is at 
the rate of $1 per week, or 
$48 per year, payable in ad- 
vance: 

The National Provisioner, 
Old Colony Bldg., Chicago, 


Please send me information about 
the DAILY MARKET SERVICE: 

















CHICAGO HIDE QUOTATIONS 


Quotations on hides at Chicago for 
the week ended April 10, 1936, with 
comparisons, are reported as follows: 


PACKER HIDES. 


Week ended Prev. Cor. week, 
Apr. 10. week. 1935. 

Spr. nat. strs. @13%n @13%n 11%@12n 
Hvy. nat. strs. @13 @13ax @l11 
Hvy. Tex. strs. @I13 @13 
Hvy. butt brnd’d 

strs, @13 @13 
Hvy. Col. strs. @12% @12% 
Ex-light Tex. 

strs. @10%b @10% 
Brnd’d cows. @10%4b @10%4 
Hvy. nat. 

cows .....11 @li%ax 11 @11%ax 
Lt. nat. cows.10% @11 @10% 
Nat. bulls ..9 @9%4n 9 @ 9%n 
Brnd’d bulls. 8 @ 8%n 8 @ 8%n 
Calfskins ...1914@23 191%4@22 12 
Kips, nat.... @13% @138% 
Kips, ov-wt.. @12% @12% 
Kips, brnd’d.104%@11 @10%b 74@ 8 
Slunks, reg.. @1.20 @1.20 6 @70 
Slunks, hris..35 @40 35 @40 40 @50 

Light native, butt branded and Colorado steers 
lec per Ib. less than heavies. 

CITY AND OUTSIDE SMALL PACKERS. 
Nat. all-wts.10 @10% 10 @104% 8%@ 8% 
Branded .... 94%4@10 9%4@10 @ 8&n 
Nat. bulls .. @ 8 @s8 7 @T% 
Brnd’d bulls. @7 @7 6 @ 6% 
Calfskins ...18 @20 18 @19% 10 @12 
RRS 12 @12% @12 @ 9% 
Slunks, reg..80 @1.00n 80 @1.00n 40 @50n 
Slunks, hris.20 @25n 20 @25in 20 @30n 

COUNTRY HIDES, 
Hvy. steers.. 84@ 8% 8%@8% 5%@ 5% 
Hvy. cows .. 8%4@ 8% 8%@ 8% 5%4@ 5% 
Buffs 9 @9% 9 @9% 5%@ 6K 
Extremes ...104%@10% 10 @10% 7 @T% 

64@ 6% 64@ 6% 
Calfskins ...13 @13% 13 @13% 

10 @10% 
Light calf...90 @1.00n 90 @1.00n 30 
Deacons ....90 @1.00n 90 @1.00n 30 
Slunks, reg..60 @80n 60 @80n 20 
Slunks, hris..10 @lin 10 @l5in 5 
Horsehides .3.25@3.80 3.25@3.80 2.65@3.15 
SHEEPSKINS. 


Pkr. lambs. .2.10@2.30 2.10@2.35 1.60@1.80 
Sml. pkr. 

lambs ..... 1.70@1.90 1.75@1.90 1.10@1.25 
Pkr. shearlgs. @1.00 @95 60 @65 
Dry pelts ...17 @18 18 @19 10% @11% 


N. Y. HIDE FUTURE MARKETS 


Saturday, Apr. 4, 19836—Close: June 
11.94@12.00; Sept. 12.29 sale; Dec. 
12.61@12.65; Mar. 12.91@12.94; sales 
10 lots. Closing 3@5 higher. 

Monday, Apr. 6, 1936—Close: June 
11.92@11.95; Sept. 12.25@12.26; Dec. 
12.59@12.60; Mar. 12.89b; sales 4 lots. 
Closing 2@4 lower. 

Tuesday, Apr. 7, 1936—Close: June 
11.98@12.00; Sept. 12.32 sale; Dec. 
12.63@12.67; Mar. 12.98n; sales 18 lots. 
Closing 4@7 higher. 

Wednesday, Apr. 8, 1936—Close: 
June 12.02 sale; Sept. 12.35@12.36; 
Dec. 12.69 sale; Mar. 12.99n; sales 34 
lots. Closing 3@6 higher. 

Thursday, Apr. 9, 1986—Close: June 
11.93@11.99; Sept. 12.27@12.29; Dec. 
12.58n; Mar. 12.88n; sales 20 lots. Clos- 
ing 8@11 lower. 

No session of exchange Good Friday, 
April 10, and Saturday, April 11. 


The National Provisioner 
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Hide Smaanetes 


Chicago 


PACKER HIDES —The passing of 
the winter hides was marked this week 
by an advance of 4c obtained by pack- 
ers on the better quality April light 
native cows, while March light cows 
sold steady. Branded cows moved in a 
small way at steady price but stocks 
are fairly well cleaned up and %c ad- 
vance is asked on these. Native and 
branded steers sold at steady prices. 
Trading was somewhat scattered 
throughout the week, with total sales 
so far 75,000 hides, a fair week’s busi- 
ness. 


Most descriptions are fairly well sold 
up at present with the exception of na- 
tive steers, which are held at some 
points from January forward. With 
branded steers kept well sold up, pack- 
ers have steadily refused to accept less 
for the winter take-off native steers 
and, with additional buyers entering 
the market soon for the better quality 
spring hides suitable for their use, 
packers feel that the accumulation of 
natives will find a good outlet eventu- 
ally through sole leather channels. 


A total of 2,700 March native steers 
sold at 18c, steady price, and offered 
this basis. Two packers moved 7,500 
Feb. to April extreme light native 
steers, mostly March, at 11%c, steady 
with a sale of a car last week. 


Total of 8,000 Feb. to April butt 
branded steers sold at 13c, and 4,000 
Colorados at 12%4c, steady prices. Heavy 
Texas steers in light supply and 138c 
last paid. Total of 4,800 Mar. light 
Texas steers sold at 12c, steady. Ex- 
treme light Texas steers could be sold 
at 104%c, with 10%c asked. 


Heavy native cows in moderate sup- 
ply, with 11@11%c asked. One packer 
sold 26,000 Mar. light native cows at 
10%c, steady; another packer sold 
6,000 Mar. at 10%c, and 8,000 April 
light cows at 11c; another packer sold 
1,000 Aprils, and Association 2,000 
Aprils, all at 11c. Branded cows were 
well cleaned up last week, and only 
4,500 Mar. take-off sold this week at 
10%c, steady; bids of 10%c now de- 
clined, asking 10%c. 

Native bulls last sold at 9c, and 
branded bulls at 8c; bids at these prices 
declined, asking %c more. 


OUTSIDE SMALL PACKER HIDES 
—Outside small packer all-weight na- 
tives running 48/50-Ib. av. offered in 
mstances at 10c, f.o.b. shipping point, 
with buyers’ ideas 10c, delivered Chi- 
cago. Lighter average hides, 42/44-lb., 
quotable 10%c, f.o.b., with 10%c asked. 
— take-off nominally 10%@ 

¢. 


PACIFIC COAST—Nothing has been 


Week ending April 11, 1936 


heard from Pacific Coast market since 
the trading several weeks back at llc 
for steers and 9c for cows, flat, f.o.b. 
shipping points; packers’ ideas have 
been 9%6c for cows. 


FOREIGN WET SALTED HIDES— 
Trading rather quiet in South Ameri- 
can market, as usual during the holiday 
period. A pack of 2,000 Uruguay 
steers sold late last week equal to 13%4c, 
cif. New York, as against 13%c paid a 
week earlier. Light steers were well 
sold up late last week, with last sales 
at 66 pesos or 10t§c. One lot of 8,000 
Argentine frigorifico steers sold early 
this week at 81 pesos or 13%c, as 
against 82% pesos or 13%c last week. 


COUNTRY HIDES—Trading in the 
country market continues somewhat re- 
stricted. Occasional sales reported at 
the prevailing prices but no volume of 
business and tanners show very little 
willingness to pay advances. Holders 
of all-weights, on the other hand, are 
very firm in their ideas of value, mak- 
ing it difficult for dealers to operate 
at the prices obtainable for tanner 
selections. Untrimmed all-weights 47/ 
78-lb. average quoted 84%@8%c, se- 
lected, delivered Chicago, with lighter 
average around 44-lb. possibly ‘4c 
more; trimmed usually 9@9%c. Heavy 
steers and cows slow at 8%@8%c, top 
asked. Trimmed buff weights quoted 9 
@9%c. Trimmed extremes sell occa- 
sionally at 10%c, although 104¢c usu- 
ally asked. Bulls 64%@6%c; glues 6@ 
6%c. All-weight branded around 7%c, 
flat. 


CALFSKINS—Market stronger, es- 
pecially on light end. As previously 
reported, most of packers’. March pro- 
duction moved last week at 21c for 
northern heavies 912/15-lb., and 2144c 
for Detroit, Cleveland and Evansville; 
some River point heavies made 19c and 
one lot 1942c, and 19%c later bid and 
declined, asking 20c; lights under 9%4- 
lb. sold at 22c. One packer. sold 10,000 
Mar.-Apr. lights under 9%-lb. this week 
at 23c, on a cent advance. 

Chicago city calfskins, 8/10-Ib., last 
sold at 194¢c, with lowest offering now 
20c and some talking higher; two cars 
10/15-lb. sold this week at 18c, steady. 
Outside cities, 8/15-lb., quoted 84%2@ 
8%c; mixed cities and countries 16@ 
16%c; straight countries 13@13%4c, ac- 
cording to size of lots. Chicago city 
light calf and deacons $1.40 bid and 
$1.50 asked. é 


KIPSKINS — As previously men- 
tioned, packers movgd most of their 
March kipskin production last week. 
Most of the natives sold at 18%c for 
northerns and 12%c for southerns, but 
one packer later obtained 13%c for 
3,000 March northern natives; over- 


Additional hide information on page 63 


weights moved mostly at 12%c for 
northerns and 11%c for southerns, one 
small lot at %c less early; one lot of 
branded kips sold at 10%c, another 
packer booked brands to tanning ac- 
count, and two packers declined 10%c, 
asking 1l1c. 

Chicago city kipskins last sold at 
12c, with 12@12%c quoted in a nom- 
inal way. Outside cities around 12c; 
mixed cities and countries 10% @l1l1c; 
straight countries 10@10%c. 

Packer March regular slunks were 
sold up last week at $1.20. 

HORSEHIDES — Market about un- 
changed, with supplies reported fairly 
plentiful. Good city renderers, with 
full manes and tails, quoted $3.75@ 
3.80, f.o.b. shipping points; mixed city 
and country lots $3.25@3.35, Chicago. 

SHEEPSKINS — Dry pelts easy at 
17@18c for full wools. Shearlings be- 
ginning to move in a good way and one 
packer sold three or four cars at $1.00 
for No. 1’s, 75c for No. 2’s, and 47%c 
for No. 3’s or clips, production running 
mostly to clips; good. interest reported 
in new production. Small packer shear- 
lings quotable usually half-price. Pickled 
skins usually quoted $5.25@5.50 per 
doz. big packer lamb, with Aprils re- 
ported well sold earlier at inside figure 
to a shade less; top of range now asked. 
Sheep quoted $6.25@6.50 per doz. Pack- 
er pelts a bit slow; big packers usually 
quote $2.65@2.75 per cwt. live lamb, 
while an independent packer sold at 
$2.50 per cwt., or in a range of $2.10@ 
2.30 each. Outside small packer pelts 
range $1.70@1.90 each. 


New York 


PACKER HIDES — Trading opened 
late last week in the New York market 
at steady prices, as previously reported. 
One packer: sold 1,700 March native 
steers at 13c; all packers sold total of 
6,500 butt brands at 13c, including a 
car of Feb. take-off, and 9,000 Colo- 
rados at 12%c. 

CALFSKINS—Packers obtained ad- 
vances of 5@10c on calfskins, on sales 
of 2,000 of 5-7’s at $1.75; 7,000 of 7-9’s 
at $2.30; 3,000 of 9-12’s at $2.85; and 
2,000 of 12/17 veal kips at $3.10. Col- 
lectors’ ideas are usually 10c over last 
trading prices of $1.40 for 4-5’s, $1.60 


for 5-7’s, $2.00 for 7-9’s and $2.50 for 
9-12’s. 


CHICAGO HIDE MOVEMENT 


Receipts of hides at Chicago for the 
week ended April 4, 1936, were 4,798,- 
000 lbs.; previous week, 8,772,000 Ibs.; 
same week last year, 3,868,000 lbs.; 
from January 1 to April 4 this year, 
60,957,000 Ibs.; same period a year ago, 
76,944,000 Ibs. 

Shipments of hides from Chicago for 
the week ended April 4, 1936, were 
4,111,000 Ibs.; previous week, 3,274,000 
Ibs.; same week last year, 5,534,000 
Ibs.; from January 1 to April 4 this 
year, 54,014,000 Ibs.; same period a 
year ago, 105,176,000 Ibs. 
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LIVESTOCK PRICES AT LEADING MARKETS 


Livestock prices at five leading Western markets Thursday, April 9, 1936, 
as reported by the U. S. Bureau of Agricultural Economics: 


Hogs (Soft or oily hogs, excluded). CHICAGO. E.ST. LOUIS. OMAHA. KANS.CITY. ST. PAUL. 
Lt. It. (140-160 Ibs.), 
Good-choice $10.35@10.75 $9.90@10.55 $9.85@10.35 $10.10@10.45 $10.20@10.50 
Medium 9.85@10.35 9.60@10.40 9.90@10.25 9.50@10.20 
Lt. wt. (160-180 Ibs.), 
Good-choice 10.40@10.80 10.40@10.75 10.25@10.50 10.20@10.50 
Medium 10.00@10.60 10.10@10.60 10.00@10.35 9.75@10.20 
170-200 Ibs., 
Good-choice 10.60@11.00 10.65@10.80 10.30@10.50 10.20@10.50 
10.00@10.65 10.25@10.65 10.10@10.35 9.75@10.20 
Med. wt., 
200-220 Ibs., gd-ch 10.65@11.00 10.65@10.80 10.35@10.50 10.30@10.50 10.10@10.40 
220-250 lbs., gd-ch 10.60@10.95 10.45@10.75 10.10@10.40 10.30@10.50 9.90@10.30 
Hyy. wt., 
250-290 Ibs., gd-ch 10.50@10.75 10.25@10.60 . 5 10.10@10.45 
290-350 Ibs., gd-ch 10.30@10.60 10.00@10.30 t 1 9.75@10.10 
PACKING SOWS: 
275-350 Ibs., good 
350-425 lbs., good .. 
425-550 lbs., good 
275-550 lbs., medium 
SLAUGHTER PIGS, 100-140 Ibs.: 
Good-choice 
Medium 8.75@10.35 
Slaughter Cattle, Calves and Vealers: 
STEDRS, 550-900 Ibs., 
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9.25@10.755 


Common (plain) 
STEDRS, 900-1100 Ibs., 


Good 

Medium 

Common (plain) 
STEERS, 1100-1300 Ibs., 


10.50@11.25 
9.00@10.50 


&8 


8.25@ 9.25 
7.50@ 8.25 
Common (plain), medium ... 6.00@ 7.50 
HEIFERS, 750-900 Ibs., 
Good-choice 7.50@ 9.25 
Common (plain), medium ... 
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Good ‘ 
Common (plain), medium ... 5.22 
Low cutters-cutters ° 
BULLS (Yearlings excluded): 

Good (beef) 

Cutter, common (plain), med. 
VEALERS: 

Good-choice 

Medium 

Cull-common (plain) 
CALVES, 250-500 lbs., 

Good-choice 

Common (plain), medium ... 

Lambs and Sheep: 

LAMBS: (Wooled) 
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YEARLING WETHERS (wooled), 
Good-choice 
Medium 

EWES (wooled), 
Good-choice i : 4.50@ 5.75 
Common-medium 4 ' 3.50@ 4.75 

Spring lambs quoted at Kansas City only. Choice $10.60@11.00; good 
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Live Mock Markets 
Deeply Reubur 


CORN BELT DIRECT TRADING 


Reported by U. S. Bureau of Agricultural 
Economics. 

Des Moines, Ia., April 9, 1936.—Hog 
markets at 20 concentration points and 
9 packing plants in Iowa and Minnesota 
were fairly active and generally steady 
compared with week ago, with only an 
occasional bid 5c lower. General range 
of truck hogs, good to choice 180 to 220 
Ibs. mostly $10.20@10.40; long hauls 
rather numerous to $10.45, some $10.50 
or slightly higher. Rail deliveries quot- 
able at $10.65 at plants; 220- to 250-Ib, 
butchers generally bid 5c lower than 
180- to 220-lb. kinds; 250 to 290 lbs, 
off trucks, $9.80@10.20; 290 to 350 Ibs, 
$9.50@9.95; better grade 160 to 18) 
Ibs., $9.85@10.20; light lights, $9.25@ 
9.85. Light weight sows off trucks 
mostly $9.00@9.25 and $9.45 or slightly 
higher off cars. Truck lots, heavy and 
medium weights, $8.55@9.10. 


Receipts week ended April 9, 1936: 


This Last 

week. week, 
Priday, Agel $f... .ccccccee aeee 20,100 
Saturday, April 4 18,100 
Monday, April 6 36,600 
Tuesday, April 7 14,30 
Wednesday, April 8 17,20 
Thursday, April 9 14,300 


CANADIAN LIVESTOCK PRICES 


BUTCHER STEERS. 
Up to 1,050 Ibs. 
Week 


Top prices 
Toronto 
Montreal 
Winnipeg 
Calgary .... 
Edmonton ... 
Prince Albert 
Moose Jaw ... 
Saskatoon 
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SELECT BACON HOGS. 
Toronto 
Montreal 
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Prince Albert 
Moose Jaw . 
Saskatoon ......... 
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1S8pring lambs $8.00 each. 


Watch the Classified Advertisements 
pages for bargains in equipment. 


The National Provisioner 
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1936: 


Last 
week. 
20,100 
18,100 
36,600 
14,30 
17,200 


SALA G9 HIM 90 
SSSSssss 


U. S. INSPECTED HOG KILL 


Kill at 8 points week ended April 3, 


1936: 
Week 
ended 


week, 
935. 


Oma 23,732 
St. cos & East St. Louis 41/441 
Sioux City 16,158 
st. — : oe 

Paul 


236,822 


PACIFIC COAST LIVESTOCK 
Receipts five days ended April 3, 


1936: 
Cattle. Calves. Hogs. 
Los Angeles 547 943 621 1,846 
San Francisco 70 2,000 900 
Portland 2,625 230 3,000 2,585 
DIRECTS—Los Angeles: Cattle, 78 cars; hogs, 
102 cars; sheep, 49 cars. San Francisco: Cattle, 
90 head; calves 100 head; hogs, 3,050 head; sheep, 
4,500 head. 


Sheep. 


NEW YORK LIVESTOCK 


Receipts week ended April 4, 19386: 


Cattle. Calves. Hogs. Sheep. 
10,248 4,580 33,180 
2,341 +++. 10,079 

4,454 14,576 _ 7,852 852 
17,043 19,156 $1,111 
14,374 21,507 52,009 

8,039 18,892 42,003 


Jersey City 
Central Union 
New York 


Previous week «ae 
Two weeks ago .... 5 


MARCH BUFFALO LIVESTOCK 


Receipts and disposition of livestock, 
Buffalo, N. Y., for March, 19386: 


Cattle. Calves. 


29,752 
21,949 
7,629 


Hogs. Sheep. 


Receipts 
Shipments 


‘ 24,035 70,999 
° 15,415 54,710 
local slaughter . 


8,076 15,794 


MEAT INSPECTION CHANGES 


Recent changes in federal meat in- 
spection are reported as follows: 

Meat Inspection Granted.—Rognes 
Packing Co., Madison, So. Dak. 

Meat Inspection Withdrawn.—Canine 
Catering Co. of America, Inc., Oakmont, 
Pa.; E. M. Salisbury, 1217 Eddy st., 
Providence, R. I. 


RECEIPTS AT CHIEF CENTERS 
Week ended April 4, 1936: 


At 20 markets: Cattle. 


ST. LOUIS HOGS IN MARCH 


Receipts, weights and range of top 
prices for hogs at National Stock 


Week ended April 4 
La week 


At 11 markets: 


Week ended April 4 
Previous week 
35 .. 


At 7 markets: 


Week ended April 4 
Previous week 
1935 


Hogs. Sheep. 





246,000 
274,000 
322,000 
244,000 
394,000 
Hogs. 
230,000 
. -248,000 











Receipts, No. 
Average weight, lbs. 


Top prices: 


Cattle. 


Mar., 
1936. 


coccee 205,604 
214 


Yards, Ill., for March, 1936, with com- 
parisons, reported by H. L. Sparks & Co. 


Mar., 
1935. 
187,207 

209 


$9.85 
8.75 


8.95 


Quality of hogs is running a little 


better. 
short time. 


Light runs are looked for in a 
Southern hogs have prac- 
tically ceased coming. 








.MEAT SUPPLIES AT EASTERN MARKETS 


STEERS, carcass 


COWS, carcass 


BULLS, carcass 


VEAL, carcass 


LAMB, carcass 


MUTTON, carcass 


PORK CUTS, lbs, 


BEEF CUTS, Ibs. 


CATTLBE, head 


CALVES, head 


HOGS, head 


SHEEP, head 


(Reported by the U. S. Bureau of Agricultural Economics.) 


WESTERN DRESSED MEATS. 

NEW YORK. 
Week ending April 4, 1986......cccccccccees 8,84914 
Week previous 7,997 
Same week year ago 6,589 
Week ending April 4, 1,470% 
Week previous 1,786 
Same week year ago 958 
Week ending April 4, 102 
WE PUNTER cccccscveccccccccces evescces 245% 
Same week year ago..........sseeeees een an 273 
Week ending April 4, 15,987 
Weeks PUSVETED occccccvcccccccsvecese ecceece 14,731 
oS TT evens 
Week ending April 4, 
Week previous 
Same week year ago 
Week ending April 4, 
Week previous 
Same week year ago........ 
Week ending April 4, 
Week previous 
Same week year ago 
Week ending April 4, 
Week previous 
Same week year ago 


LOCAL SLAUGHTERS. 
Week ending April 4, 1936 
Week previous 
Same week year ago 
Week ending April 4, 1936 
Week PRCVIOUS ..ccccccccccccce eeccccecccce 
Same week year ago.......... ececccese eoesece 
Week ending April 4, 1936...... écksdnpesese 
Week previous 
Same week year ago 
Week ending April 4, 1936 
Week previous .......... eoccece peter s'gbens 
Same week year ago 


PHILA. 
2,213 
2,142 
1,531 
1,081 

961 
1,250 
221 
340 
246 
1,593 
1,845 
1,786 
11,224 
10,533 
13,869 
759 
1,269 
393 
330,358 
294,557 
367,992 


BOSTON. 
2,491 
2,391 
1,898 
1,689 
1,937 
1,512 

23 
38 


Test cases have proven that this 
distinctive, colorful bag gets 
greater attention — which 
results in greater sales 
for your meats. 


BEMIS 
CLOTH BAGS 
luncheon 
beet -1obt-MoseloM-10a0 es 
sages will look 


more attractive in 
Bemis Cloth Bags 


BAG CO 


BEMIS BR¢ 
7 St. Louis 


Week ending April 11, 1936 














PACKERS’ PURCHASES 


Purchases of livestock by packers at rN 
centers for the week ending Saturday, April 
1936, as pa to THE NATIONAL PRO. 

ER 


VISION 
CHICAGO. 
Cattle. Sheep. 
6,217 
7,615 
4,450 
7,314 


Hogs. 
3,171 
1,543 
1,799 
Angio-Amer. ; wien 
. H. Hammond Co 

Shippers 

Others 

Brennan 


6,139 14,574 
19,225 10,565 
Western Pkg. 
3,574 hogs. 
32,285 hogs; 


Pkg. Co., 2,064 hogs; 
Co., Inc., 909 hogs; Agar Pkg. Co., 
Total: 36,143 cattle; 9,911 calves; 
50,795 sheep. 
Not including 917 cattle, 303 calves, 
and 4,299 sheep bought direct. 
KANSAS CITY. 


Cattle. 
Armour and Co. .... 


20,116 hogs 


Hogs. 
3,234 
1,241 


Calves. Sheep. 


479 
847 
452 ° 
785 3,399 
1,082 1,673 


5,373 
—- «& son = coe 
ndependent 0. cose 
a 8,329 
28,182 


te eee, 
3,155 483 2,923 
13,180 4,078 12,717 
20,409 hogs bought direct. 
OMAHA. 
Cattle & 


Total 
Not including 


Sheep. 
3,896 
7,258 
1,939 


Hogs. 
Armour and Co, 6,809 
Cudahy Pkg. Co. 4, 95€ 


Swift & Co. 
Others » 

Eagle Pkg. Co., 14 cattle; Grt. Omaha Pkg. 
Co., 88 cattle: Geo. Hoffman Pkg. Co., 40 cattle; 
Lewis Pkg. Co., 694 cattle; Omaha Pkg. Co., 127 
eattle; John Roth & Sons, 85 cattle; So. Omaha 
Pkg. Co., 56 cattle; Lincoln Pkg. Co., 425 cattle; 
Wilson & Co., 472 cattle. 

Total: 16,949 cattle and calves; 
19,265 sheep. 

Not including 678 hogs and 2,427 


direct. 
EAST ST. LOUIS. 
Cattle. 


29,020 hogs; 


sheep bought 


Hogs. Sheep. 
678 4,762 
1,815 3,595 
70 388 
1,517 2,663 
jane 1,942 
2,494 


903 
13,867 
11,608 


Calves. 


Krey Pkg. .* 
Laclede Pkg. or 
Shippers 3,847 
Others 196 
8,123 
ST. JOSEPH. 


Cattle. 


42,222 


Total 


Sheep. 
13,778 
7,581 
3,586 


Hogs. 
5,331 
5,002 
1,477 


11,810 


Calves. 


Swift & Co. 681 
Armour and Co. .... 1,8 685 
Others 1,098 19 


1,385 
stoux CITY. 
Cattle. 


Total 24,945 


Calves. Hogs. Sheep. 
260 6,133 4,122 
232 San 3,048 
246 4 

,012 3; "358 800 

Others 256 62 ae 


Cudahy Pkg. 


Total 18,764 11,050 


Hogs. 
3,502 
3,516 

371 


Sheep. 
942 
791 

2 


Armour and Co. 
Wilson & Co. 


1,893 7,389 
Not including 34 cattle and 238 hogs 
direct. 


ST. PAUL. 
Cattle. Calves. 


1,735 
bought 


Sheep. 
1,932 
1 


2,886 


Hogs. 

Armour and Co. 9,978 
Cudahy Pkg. Co. asian 
Swift & a 6,65 14,965 
5 427 okus 

5,885 


30,828 


Hogs. 
1,632 
1,381 
1,777 


694 4,790 


WICHITA. 


Cattle. Calves. 


Cudahy Pkg. Co. 889 
Dold Pkg. 
Wichita D. 3. ‘Cc 
Dunn-Ostertag . 
Fred W. Dold ...... 
Sunflower Pkg. Co... 
Sowest Beef Co. 


WE “Kane weecsaee 2,074 
Not including 1,523 hogs bought 
FORT WORTH. 
Cattle. Calves. 


» x bo 
Armour and Co. 928 
B. Bonnett Pkg. “Co. 33 
Rosenthal Pkg. Co. S6 16 


2,100 
MILWAUKEE. 


Cattle. 


a ogy Pkg. Co. 
v. B. Co., N. Y. 


Total 


Calves. 


INDIANAPOLIS. 


Cattle. 
+ 2,085 


Calves. 
Kingan & Co. 932 
Armour and Co. 394 
Hilgemeier Bros. 

Stumpf Bros. 

Schussler Pkg. Pere 
Indiana Prov. pene ’ 28 
Meier Pkg. Co. .... 5 
Maass Hartman Co.. 6 
Art Wabnitz 132 
Shippers 1,759 
Others 109 


5,770 3,365 
CINCINNATI, 


Cattle. Calves. 
S. W. Gall & Son.. .... 58 
E. Kahn’s Sons .... 536 365 
Lohrey Pkg. Co. 3 cece 
H. H. Meyer Pkg. Co. 
J. Schlachter & Son 
J.&F. Schroth P. Co.. 
J. F. Stegner & Co.. 
Shippers 
Others 


Total 


"396 
542 
774 


Bates  ceescccceess 2,531 2,342 
Not including 367 cattle, 
sheep bought direct. 


RECAPITULATION. 


CATTLE, 


Week 
ended 


Chicago 
Kansas City 
Omaha 

East St. 

St. 

Sioux City 
Oklahoma City 
Wichita 
Denver 

St. 
Milwaukee 
Indianapolis 
Cincinnati 
Fort Worth 


St. 
Sioux City 
Oklahoma City 


Cincinnati 
Fort Worth 


Hogs. 
2,277 
1,629 

"326 
106 
4,338 
direct. 


Hogs. 
5,602 


228 
5,162 
106 
14 


11,112 


Hogs. 
9,007 


"83 
36 


9,126 


Hogs. 


21,487 


Hogs. 
5,005 
1 
3,159 
2,592 
2,230 
$13 


13,5380 


Prev. 


Sheep. 
3,655 
9 


3,666 


Sheep. 
7,448 


6,970 
2 
1 


14,421 


Sheep. 
1,751 


273 


1,205 hogs and 1,813 


Milwaukee 
Indianapolis 
Cincinnati 
Fort Worth 


5,806 
‘943 
4,181 
379 
5,066 


TE ncidvecceaveeoues 210,350 221,020 


CHICAGO LIVESTOCK 


Statistics of livestock at the Chicago Union 
Stock Yards for current and comparative periods: 


RECEIPTS. 

Cattle. Calves. » wi 
Mon., March 30. .16, 666 
Tues., March 31.. 6,5 
Wed, April 1.... 7, 
Thurs. , April 2.: 
Fri., April 3 
Sat., April 4 


seausz! & 


we 


| 


Total this week.. 
Previous week 
Year ago 

Two years ago... 


10,941 
7,902 
0,533 


10,633 


Agee 
BS 


Calves. 
473 
102 
107 
270 


a) 
ia 
g 
S 


Mon., March 30.. 3,7 


nt 
@ 
$2 


Total this week.. 9, 
Previous week .. 9,622 
Year ago ¢ 1,225 
Two years ago... 647 
Total receipts for month and year to April 4: 
-April—— 
1936. 1935. 


952 
1,785 8, 
10,350 

7,845 


Cattle 
Calves 9, 771 
53,755 


64,884 715,348 977,715 
WEEKLY AVERAGE PRICE OF LIVESTOCK. 
Cattle. Hogs. Sheep. Lambs. 


Week ended April 4.$ 4 
aa week 


7 


OY 
“ 


4. 
2. 
3.5 
4. 


Av. 1931-1935 --$ 7.20 $ 5.65 $3.70 $ 7.65 
SUPPLIES FOR CHICAGO PACKERS, 
Cattle. Hogs. Sheep, 


Week ged som t 
Previous we 
935 


Talons 
Top. Avg. 
$10.90 $10.45 
72 10. 74 


> Ave. 
- Wet. 
253 

250 


Week ended April 4... 
— week 
1935 


+ 21115073 


101,100 239 $6.10 $ 5.65 


CHICAGO HOG SLAUGHTERS. 


Hogs slaughtered at Chicago under federal in- 
spection for week ended Friday, April 3, 1936: 


Week ended ate 3, 1936 
Previous wee 


CHICAGO HOG ne 
Supplies of hogs purchased 
and shippers week ended e ‘April s" 
Week areas 
April 9. 


packers 
1936: 
Prey. 
week. 
purchases 34,769 
Direct to packers ... . 21,367 
Shippers’ purchases 4,853 6,380 


Packers’ 


Total 62,516 


How much good meat are you losing 
through careless trimming of bruises 
on your hogs? “PorK PACKING,” The 
National Provisioner’s. latest book, 
might save you some of these losses. 
Write for information. 


The National Provisioner 
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SLAUGHTER REPORTS 


Special reports to THE NATIONAL PROVISION- 
ER show the number of livestock slaughtered at 
16 centers for the week ended April 4, 1936. 


CATTLE, 


Week 
ended 
April 4. 
-. 27,595 
- 17,258 
- 15,480 
11,913 
4,616 


Chicago ...- 
Kansas City 


Philadelphia 

Indianapolis 

New York & Jersey City. 
Oklahoma City 
Cincinnati 


Poe rg ro noe 
C1r@ co 
otal ts 


to 
Cro 
No 


Chicago 

Kansas City ... 
Omaha 

Bast St. Louis 
St. Joseph ... 
Sioux City ... 
Wichita 

Fort Worth 
Philadelphia 
Indianapolis 
New York & Jersey City. 
Oklahoma City 
Cincinnati 
Denver 

St. Paul 
Milwaukee 


.. Beemer 


Chicago 
Kansas City 


Fort Worth .. 

Philadelphia ; ® 

Indianapolis ... ve 

New York & Jersey City. . a 
Oklahoma City »T3E 3,224 
Cincinnati A 
Denver 225 7,535 
St. Paul ¥ 69 5,332 
Milwaukee 1,837 943 2,081 


Total 237 289,018 


ARGENTINE BEEF EXPORTS 


Cable reports of Argentine exports 
of beef this week up to April 9, 1936, 
show exports from that country were 
as follows: To the United Kingdom, 
49,301 quarters; to the Continent, 
41,710 quarters. Exports for week end- 
ing April 3 were: To England, 181,639 
quarters; Continent, 17,534 quarters. 


KINDS OF LIVESTOCK KILLED 


Classification of livestock slaughtered 
under federal inspection in the United 
States during February: 

jheep and 


s 
—Cattle——- -——-Hogs——— —_lambs— 
(000 omitted.) 


Bulls and 
Barrows. 
Stags and 
Lambs and 
yearlings. 


Cows and 
stags. 


heifers. 
Sheep. 


Sows. 


NUMBER. 
29 1,080 1,227 13 1,187 
36 1,529 1,883 16 1,361 
19 1,829 2,086 17 1,080 
PER CENT. 
Feb., 

1936.46.64 49.43 3.93 46.57 52.89 
an., 

1936.39.22 56.78 4.00 44.60 54.92 


10-yr. Feb. 
av. 49.68 47.29 3.03 46.52 53.05 


Feb., 
1936 346 
Jan., 
1936 355 
10-yr. Feb. 
av. 312 297 


a 
»~ = 


-54 90.34 
48 88.36 
-43 94.82 


MISSOURI DROUGHT HIDES 


Another small offering of drought 
hides is being made, in this instance 
through the Missouri Relief Commis- 
sion, Jefferson City, Mo. Bids are to 
be opened at 10 a. m. April 22, and 
arrangements for inspection of the 
hides can be made by prospective bid- 
ders by communicating with the direc- 
tor of commodity distribution of the 
Missouri Relief Commission. 


This offering consists of 511 branded 
and unbranded calf and kipskins, and 
8,455 steer and cow hides, described 
simply as hides and skins from drought 
cattle and calves purchased by the fed- 
eral government and produced in local 
slaughtering establishments and, after 
being cured, banked and stored in com- 
mercial warehouse. Bids are to be 
made f.o.b. Springfield, Mo., apparently 
the point of storage. 


CANADIAN BEEF BRANDED 


Sales of branded beef in Canada dur- 
ing February, 1936, totaled 3,571,276 
lbs.; those for the same month in 1935 
being 3,274,855 Ibs. Sales of the first 
or red brand in February, 1936, 
amounted to 1,030,580 Ibs., and those 
of the blue or second brand 2,540,696 
Ibs. 











Order Buyer of Live Stock 
L. H. MeMURRAY 


Indianapolis, Indiana 








; 











LIVE STOCK BUYER--- 
HOGS a Specialty 


H.L. SPARKS & CO. 


National Stock Yards, Dlinois Telephone: Bridge 6261 or L.D. 518 
Springfield, Mo. Telephone 3339 


HIDE STORAGE CONDITIONS 


What are good storage conditions 
for hides? A subscriber interested in 
storing hides writes as follows: 

Editor THE NATIONAL PROVISIONER: 

Are hides ever stored for any considerable 
period of time? If so, do they deteriorate in 
quality during storage? What temperature is 
maintained and what humidity is necessary for 
good results? Please give us such information 
as you have on the subject. 

Hide cellars are located, wherever 
possible, under packinghouse coolers. 
Temperature in some cellars, however, 
runs up as high as 70 degs. Fahr. or 
considerably above at times. 


If cellar temperature is kept at 45 
to 50 degs. Fahr., with a moderate 
amount of ventilation, and if hides are 
well taken off and properly salted, with 
pack well built up, they should keep for 
@ year without damage. There have 
been instances of hides so kept for a 
period up to three years; when taken 
out of pack they appeared in good 
shape but there was some complaint 
of salt stains developing in tanning. 
Usually no attempt is made to control 
hide cellar humidity where wet salted 
hides are stored in packs. 


Bundled hides which are placed in 
cold storage warehouses can be kept 
longer. The standard contract now in 
use on Commodity Exchange, Inc., at 
New York has a certificate life of two 
years. Warehouses used by the Chi- 
cago Exchange are kept at 32 to 36 
degs. Fahr. The air is cold but not ex- 
cessively damp; in fact, it feels rather 
dry, but hides still being in salt and 
moist keep the room humidity fairly 
constant. There is little ventilation in 
these warehouses, except for such out- 
side air as enters when doors are 
opened. Hides keep soft and do not 
dry out. 


Some New York warehouses are very 
modern, having temperature and hu- 
midity control, due principally to fact 
that they store a number of imported 
dry hides. These require more careful 
handling than wet salted hides of do- 
mestic production. 


See “Classified” page for good men. 
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When You Need 
Sausage Seasonings 


REMEMBER 


MAYER 


for finer flavor, better 





4 lS pili 


product, more sales and 


~4 


greater profit. Get the 


bel 


complete details today! 


CHILI POWDER 
gives the flavor 
H.J.MAYER & SONSCO. 


that increases sales 
6819-27 S. Ashland Ave., Chicago, Ill. 


Plain salt makes an edible seasoning, it is true, but 
if you want the keen flavor, snap and pep that 
keeps consumers insisting on your brands — then 
add Chili Powder. 

Red in color, Chili Powder lends eye appeal to 
your products. With enhanced appearance the ini- 
tial sales come easier and recollection of its mystic 
flavor brings the trade back again and again. 

Furthermore, the vitamin A content of cured Cali- 
fornia chili peppers is two to three times that of a 
good grade of dairy butter (according to the Bureau 
of Home Economics of the U.S. Dept. of Agriculture). 


MAKERS of FINE SAUSAGE SEASONING 
au NEVERFAIL, Ze Zefect Cire 


Canadian Office, Windsor, Ontario 





Chili Products blends, based on scientific knowl- 
edge and long experience in supplying manufac- 
turers, give ample assurance of correct flavor. 


When a private formula is contemplated, our 
recommendation is to use the best Chili Pepper 
obtainable. Any other flavoring spices (added 
to round out the con carne flavor) should not 
exceed 10% of the chili pepper weight, thus 
permitting the real chili flavor to predominate, 


All-Around 
ECONOMY 


That’s what REDRAH Stock- 
imettes offer to you! You make 
substantial savings in original 
cost. Central location cutsfreight 


rates. You make savings by re- 
ducing shrink in processed meats. 
Fresh meats are protected 
against contamination and loss 
from bruises. 

Try REDRAH Stockinettes 
for All-Around ECONOMY! 


Samples gladly sent! 


STOCKINETTES 


USED BXTENSIVELY BY I. A. M. P. MEMBERS fer 
HAMS BEEF LAMBS 
i SHEEP FRANKS 
C hili Pow ders 
K Special: X5; 


Complete stock of tubing in rolls 
I cv. My xican: 


No. 1 Mexican: 


Chik Peppers 


SS: CS: 
Fey. Mexican: 
No. 1 Me Xican: 


DON Garlic and Onion Powders 


Progressive packers prefer garlic and onion in 
powder form instead of fresh stock. It gives 
a uniform strength, is conveniently handled 
without waste and helps prevent sourness. 
Both these powders are always obtainable 
from our warehouse stocks, 


Also distributed by 
E. W. CARLBERG CO. 8. HOLST-KNUDSEN 
215 Pershing Rd., Kansas City, Mo. 105 Hudson St., New York City 




















VALATIE MILLS TRENTON MILLS 
CORP. INC. 
Valatie, New York 


STANDARDIZED QUALITY 


Trenton, Tenn. 
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Meat Packing 40 Years Ago 


(From The National Provisioner, April 11, 1896.) 


Serbia shipped large quantities of 
hogs to Germany at a very low rate, 
thus depressing the market for Ameri- 
ean pork cuts. 


F. A. Ferris & Co. were first packers 
in this country to use burlap for can- 
vasing meat. They trade-marked use 
of the stripe in burlap and prevented 
use of this idea in any color or produced 
in any way by competitors. 


Frick Co., Waynesboro, Pa., installed 
refrigeration plant for Parker, Webb & 
Co., Detroit. It also installed ice ma- 
chines in plants of Wm. Focke & Sons 
Co., Dayton, O., and Geo. Hausman & 
Sons, Philadelphia. 


Sturtevant & Haley, Boston, Mass., 
installed a complete oleo factory. 


On January 10, 1896, Cudahy Packing 
Co., South Omaha, Neb., gave this testi- 
monial to THE NATIONAL PROVISIONER: 
“We have been a regular customer of 
THE NATIONAL PROVISIONER for some 
years, and desire to commend it to the 
public as being one of the best advo- 
cates of the provision business. We 
take pleasure in saying a good word 
for it, as the paper will merit all that 


Chicago News of Today 


Purchases of livestock at Chicago by 
principal packers for the first four days 
of this week totaled 21,851 cattle, 5,252 
calves, 23,998 hogs and 27,770 sheep. 


Frank Kohrs, president, Kohrs Pack- 
ing Co., Davenport, Ia., was a visitor in 
Chicago this week. 


Walter Frank, president, Frank & 
Co., Milwaukee, Wis., was in Chicago 
this week. 


Karl Weisel, jr., president, Weisel & 
Co., sausage manufacturers of Milwau- 
kee, Wis., was a Chicago visitor 
recently, 


Herbert J. Altheimer, for many years 
associated with the casings industry, 
has recently joined the staff of the 
Independent Casing Co. in a sales ca- 
pacity. He is well known throughout 
the meat and sausage field as a casings 
expert and his friends will be glad to 
know of his new connection. 


O. F. Benz, director of sales, DuPont 
Cellophane Co., was a visitor to Chi- 
cago this week. Mr. Benz is genuinely 
interested in better meat merchandis- 
ing and is directing the activities of his 
nation-wide organization in this direc- 
tion. 


foreign residents, but also among 
natives whose ancestors once fed on 
human flesh. 

The spring bowling and card party 
of Hide and Leather Association of 
Chicago held at Medinah Athletic Club, 
Monday evening, April 6, was voted a 
big success. George Elliott, president 
of the association, presided at the din- 
ner in his inimitable fashion, and an- 
nounced the appointment of committees 
to make arrangements for the north 
side and south side golf outings to be 
held during the summer. 


New York News Notes 


G. H. Garrity, office manager, 
Cudahy Packing Co., West 34th st., 
New York branch, has been transferred 
to the sales department of the Bridge- 
port, Conn., branch, and D. C. Thomp- 
son, formerly located at the Williams- 
burg branch, has been appointed office 
manager to succeed Mr. Garrity. 

Visitors to New York last week in- 
cluded vice president R. F. Eagle; Leo 





we have said.” OLD AND NEW IN GIRLS AND PACKAGES. 


Striking comparison between old and new 
styles of container design—both for cans and 


E. A. Schenck, president, Columbus 
Packing Co., Columbus, O., spent sev- 
eral days in Chicago this week. His 





Meat Packing 25 Years Ago 


(From The National Provisioner, April 15, 1911.) 


Pennsylvania passed a law forbidding 
use of cereal in sausage, but permitting 
addition of water equal to that con- 
tained in the meats from which the sau- 
sage is made. Use of preservatives or 
coloring matter also prohibited. 

Arthur F, Evans, attorney for Swift 
& Company, died in Washington, D. C., 
where he had gone to see his brother 
sworn in as a member of Congress. 

August Luer, Luer Packing Co., pur- 
chased plant of Illinois Packing Co., 
Alton, Ill., including equipment. 

Oscar F. Mayer, well-known Chicago 
packer, was in New York resting after 
his strenuous efforts in electing Carter 
Harrison as mayor of Chicago. 

Knauss Bros., Poughkeepsie, N. Y., 
packers, boasted of an ice machine they 
operated for 10 years without repairs. 


Watch the “Wanted” page for posi- 
tions offered or positions wanted. 
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company is developing much new mer- 
chandising activity to make both dealer 
and consumer conscious of “Capitol 
Brand” products. 


John J. Dupps, jr., president, the 
John J. Dupps Co., Cincinnati, O., was 
a Chicago visitor this week. 


L. J. Menges, president, Menges- 
Mange, Inc., St. Louis, was a Chicago 
visitor this week. His company is ac- 
tively engaged in designing and con- 
structing a number of meat plants 
throughout the country, and he reports 
packer interest in modernization at a 


. high point. 


J. P. Bayly, cattle raiser and meat 
processor, and A. Barker, publisher and 
mayor of the city of Suva, were visitors 
at the office of THE NATIONAL 
PROVISIONER this week, all the way 
from the Fiji Islands. Most Ameri- 
cans associate this far-away spot in 
the South Seas with ancient stories of 
cannibalism. But Mr. Bayly is breed- 
ing a fine grade of Red Polled cattle 
in the islands, and reports a growing 
demand for quality beef, not only from 


girls—in exhibit of Continental Can Co. at 


recent Packaging Show in New York. 










C. D. Plates and C. D. Cut-More Knives 
for Superior Service 

































































































The O. K. Knife with changeable Double ing 
Edged blades, for twenty years a standard ( 
equipment with all the large packers and Ar 
most of the leading sausagemakers in the vis 
country now have proved their superiority. vis 
The New C. D. Cut-more changeable blades Ch 
fit in all O. K. Holders. The C. D. Cut- mo 
more solid knives are guaranteed to out- sol 
last any other make or style of knives. ve 
S.na for price and circular regarding ] 
the O. EK. and C. D. CUT-MORE BLADES and C. D. ANGLE-HOLE REVERSIBLE PLATES. & 
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The Specialty Mfrs. Sales Co., 2021 Grace St, Chicago, Ill . 
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BAGS and TUBING for 
* Beef — Lamb — Ham — Sheep 
Pigs—Cuts—Calves—Franks, Etc. 
PERMANENT DESIGNED BY BAG MAKERS 
WITH PACKINGHOUSE EXPERIENCE 
PROFITS 7 
met, ty yy IF E.SHALSTED ECO. Inc. - 
i. >, Pi y 64 PEARL ST.. NEW YORKCITY fr 
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HARRY K. LAX, General Manager . 
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You Should Use CWI FT’S 
ATLAS GELATIN 











@PURE @®HIGH TEST @TASTELESS @® TRANSPARENT 
Meets all state and federal ... Because of this high jelly So that the true meat so the meats can look 
pure food regulations. strength, itis economicaltouse. flavor is not obscured. their very best. 
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Bartenstein, construction department, 
and Charles Simmons, poultry depart- 
ment, Wilson & Co., Chicago. 


H. B. Van Name, pork department, 
Wilson & Co., New York, is vacation- 
ing at Buck Hill Falls, Pa. 


C. R. Elerding, produce department, 
Armour and Company, Chicago, was a 
visitor to New York last week. Other 
visitors from Armour and Company, 
Chicago, were F. L. Faulkner, auto- 
motive department, and Oscar Ander- 
son, engineering division, who spent 
some time at the plant of the New 
York Butchers Dressed Meat Co. 


L. R. Vear, hotel department, Swift 
& Company, Chicago, was in New York 
last week. 

Meat, fish and poultry seized and de- 
stroyed by the health department of 
the city of New York during the week 
ended April 4, 1936, were as follows: 
Meat—Brooklyn, 50 lbs.; Manhattan, 
2,018 Ibs.; Bronx, 10 lbs.; Queens, 55 
lbs.; total, 2,133 lbs. Fish—Brooklyn, 
3 lbs. Poultry—Brooklyn, 6 lbs. 


Countrywide News Notes 


Geo. A. Hormel & Co. is now serv- 
icing Greensboro, N. C., and surround- 
ing territory by refrigerated trucks 
from district headquarters at Charlotte, 
as part of an expansion program. 


Meat smoking plant of Albert Kersh- 
ner, Seipstown, Pa., has been destroyed 
by fire. 

Most of the contents of the Charles 
W. Sheaffer abattoir, Shiremanstown, 
Pa., were saved in a recent fire which 
swept the building. 

A new meat packing and cold storage 
plant has been opened at Kennewick, 
Wash., by Bailey & Wilson. 


L. B. Darling Co., sausage manufac- 
turers, Worcester, Mass., has been sold 
to M. Jacobson & Sons trust, to be 
known as L. B. Darling Co., Inc. 


William Andrew (“Bill”) Eyler is 
now connected with Sayer & Co., Inc., 
as selling representative covering the 
Southern territory of the United States. 
Mr. Eyler, who lives in Savannah, Ga., 
was associated with the Brecht Corpo- 
ration for more than thirty years, and 
during that time built up a very wide 
acquaintance in the field. 


Albert Lewis, former vice president 
of Frank M. Firor, Inc., New York, has 
been elected vice president of the Co- 
lonial Provision Co., Boston, Mass., 
having acquired an interest in that 
aggressive Boston organization. 

R. M. Owthwaite, manager, John 
Morrell & Co., Topeka, Kas., has been 
elected president of the Topeka Cham- 
ber of Commerce. The Morrell idea is 
that its executives should be interested 
in civic affairs in their territories, 
giving of their time and effort to the 
welfare of the community as well as 
the interests of their own concern. Mr. 
Owthwaite is known to his friends in 
the industry as a “go-getter,” and it 
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PACKER’S PRODUCTS LAND JOB IN MOVIES. 


Eggs, butter, bacon and shortening of Swift & Company did some 

good atmospheric acting in grocery store scenes in “Small Town 

Girl.” recent Hollywood production. Actresses Janet Gaynor and 

Isabell Jewell. actors Robert Taylor and Andy Devine, director 

William Wellman and Tom Devine, manager, produce depart- 

ment, Swift & Company, Los Angeles, seem pretty exuberant 
over their finds. 


is predicted that his term of office as 
leader of Topeka’s business interests 
will be a success. Before going to 
Topeka in 1931 he had charge of the 
produce department at Ottumwa, and 
also had been Morrell manager at 
Utica and Syracuse, N. Y., and Phila- 
delphia. 


Schmidt Beef Packing Co., Columbus, 
O., has been granted a charter. Prin- 
cipals are George L. Schmidt, Bruce 
Culp and J. Fred Schmidt. 


Contracts for an addition to its re- 
finery building at Memphis, Tenn., have 
been let by the Cudahy Packing Co. 
Building will be of brick and steel, one 
story high. 


Armour and Company has begun con- 
struction of a $4,000 hog-buying and 
concentration yard at Lubbock, Tex. 


Three employees of the Ottumwa 
plant of John Morrell & Co., who have 
just become eligible for the 25-year 
silver service button awarded by the 
Institute of American Meat Packers— 
and who spent the entire 25 years in 
Morrell employ—are Earl S. Daggett 
and Albin G. Anderson, general office, 
and Elmer O. Stump, ice department. 
This raises the total number of men 
employed in the Ottumwa plant pos- 


sessing 25-year buttons to 174. In addi- 
tion there are in the Ottumwa plant in 
active service 8 men who have been 
awarded their buttons for 50 years of 
service, 


A PIG’S TALE 
(From The National Provisioner, Jan. 11, 1896.) 


If you would learn how pigs are killed, 
You’ve only to inquire 
At the celebrated packing house 
Of famous John P. Squire. 
Just take a ride to Cambridge, 
And see how quick and neat 
They turn poor little piggy 
Into good and wholesome meat. 


When they kill the little piggy 
With his squeal, squeal, squeal, 
They cannot turn his body 
Into mutton, beef or veal; 
So they make him into sausage, 
Into pork and ham and bacon, 
With many other useful things 
For which the pig is taken. 


Now, every part and parcel 
Of this little pig, I’m told, 
Is for some useful purpose 
Converted into gold. 
There’s just one thing they cannot sell, 
Between his head and heels, 
They can not turn to dollars 
Poor little piggy’s squeals. 
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‘For the Retail Meat 
Dealer 


Cut MEAT to Fit 


Think in Pieces, Not in Pounds 
and Please the Customer 


By GEORGE P. DENNIS 


EOPLE eat meat by the piece—not 
by the ounce or pound. 


Two or three medium-sized pieces 
of meat on the dealer’s scale impress 
the housewife as a bigger bargain than 
one large piece of the same weight, 
especially if she has two or three extra 
mouths to feed. One large piece may 
fit the budget, but the quantity seems 
too small. Two or three pieces strike 
the balance between her budget and her 
needs. 


Half-pound sliced bacon in a trans- 
parent wrapper sells without much 


carefully-cut meat which he could serve 
at a profit. 


In a town of 2,500, one restaurant 
bought about $500 worth of meat 
monthly. The business was shared by 
two markets—until one of them set out 
to cut meat so as to make it easy for 
the restaurant cook to prepare and 
serve it. All steaks and chops were cut 
in uniform sizes, and roasts were boned 
small enough so that cooking time was 
cut to a minimum. The dealer who cut 
meat to fit the restaurant’s needs soon 
captured all its trade. 


Cutting meat to fit the customer’s 
needs is one way of getting her mind 
off price. The quantity of meat she pur- 
chases may be limited by price, but the 
expert meat merchandiser can usually 
work out some way of satisfying her 
meat needs at the price she wants to 
pay. 


CUSTOMER SEES PIECES—NOT POUNDS. 


In selling cut-up meats, lamb patties, chicken legs, etc., the dealer takes advan- 
tage of customer psychology. The housewife gets a number of pieces of meat for 
her money—which pleases her. She doesn’t worry about the price per pound. 


effort, because it fits popular demand in 
price and size. Part of its appeal is 
due to convenience, but part to the fact 
that it looks like a lot of slices to the 
package. 


Meeting the housewife’s meat needs 
is important in securing and keeping 
her business. But it is even more im- 
portant in serving other classes of cus- 
tomers. If a retailer sells to restau- 
rants, for example, he should study 
their particular needs. 


Restaurants Want Profit, Too 


The proprietor of a cafeteria was 
trading at a cut-price market. He 
found it better to give his business to a 
higher-priced store, which sold him 
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When people complain about the 
price of meat it is usually because the 
meat dealer does not understand the 
customer’s requirements. Transactions 
which leave the customer dissatisfied 
are unprofitable in the long run. 


Get Their Minds Off Price 


Customers are often lost by haphaz- 
ard meat cutting and service. For ex- 
ample, a customer in a meat store 
asked the dealer for 25 cents worth of 
pork chops. He placed four chops on 
the scale and found they totaled 25 
cents. The customer hesitated for a 
moment and said she neded one more 
chop. The salesman added one more 
chop, which brought the cost to 34 
cents. The customer, jumping to the 


conclusion that all the chops were cost- 
ing her 9 cents, said that she would not 
pay 9 cents for a pork chop and left 
the store. 

Careless cutting had lost a customer. 

If the meat dealer pays more atten- 
tion to the way his cutting is done and 
less to his price-cutting competitor; 
gives more for the money—not in 
pounds, but in slices—he will always 
have plenty of satisfied customers and 
satisfactory profits. 

EDITOR’S NOTE.—This is the second of two 
articles on selling meats to , a customer’s 


needs. The first appeared in NATIONAL 
PROVISIONER of March 14, 1936. 


HOME CARE OF MEAT 


By telling customers how to handle 
and store meat purchases after they 
get them home, the retailer may insure 
himself against dissatisfaction that 
might arise through the housewife un- 
doing his own careful guarding of the 
product’s tenderness and freshness. Fol- 
lowing suggestions on care of meat in 
the home were developed by the Na- 
tional Live Stock and Meat Board: 


When fresh meat is received it should 
immediately be unwrapped and wiped 
or scraped but never washed off. Meat 
is then placed on a clean plate, uncov- 
ered or lightly covered. It is put in 
coldest part of refrigerator. Meat is 
left uncovered to allow a little drying 
of surface which retards bacterial 
growth. 


If meat is stored in an ice box it 
should be kept in the coldest part of 
the box but never directly against ice. 
Growth of micro-organisms would be 
encouraged by dampness from direct 
contact with ice. 

Length of time meat will keep under 
household refrigeration depends on tem- 
perature of storage, condition of meat 
when purchased and character of meat 
itself. Steaks and chops will not keep 
so long as a roast. A roast with good 
fat covering will keep longer than a 
poorly finished one. Chopped meat is 
more susceptible to spoilage than meat 
in the piece. Meat specialties spoil 
more quickly than other cuts. 

Curing process renders lean tissues 
of meat less susceptible to bacterial ac- 
tion but molds will grow on the sur- 
face. To prevent growth of mold and 
rancidity, cured meat should be stored 
in a dark, cold place. Bacon will keep 
best at temperatures from 50 to 60 
degs. Fahr. When preparing bacon, 
only quantity to be used should be 
taken from the refrigerator. If the 
package is allowed ‘to stand at room 
temperature, moisture will condense on 
it and lessen its keeping qualities. 
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Helping 10 SELL MEAT 


Every meat packer knows there are 
pargains in meat cuts available at the 
present time. Some cuts of meats are 
selling at prices much lower than 
others, and some retail prices are at 
unusually low levels — prices substan- 
tially lower than the peak levels reached 
last year. 


The Institute of American Meat 
Packers has been attempting through 
news stories for food and home eco- 


FULL-FLAVORED POT ROAST. 


Housewife gets more meat for her money 
—and a dish to please an epicure. 


nomics pages of magazines and news- 
papers to inform housewives of the 
many bargains awaiting them at their 
local retail establishment. In addition 
it has prepared a 16-page recipe book- 
let to help direct attention to these 
bargains. 


This booklet, entitled “More Meat for 


STUFFED PORK SHOULDER. 


A spicy stuffing adds to goodness of this 
less-demanded cut. 


Your Money,” was prepared by the De- 
partment of Public Relations and Trade, 
and features low-cost recipes. Many 
delicious dishes can be prepared from 
the so-called less-demanded cuts. For 
example, recipes are given for roast 
stuffed pork shoulder, roast spareribs, 
meat patties, meat pies, sausage and 
fried apples, meat and vegetable soups, 
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scalloped liver, swiss steak, pot roast, 
and other attractive dishes. Menus 
are listed featuring each of the meat 
dishes in the booklet. 


The booklet has an attractive hand- 
lettered cover and illustrates some of 
the meat dishes described in the reci- 
pes. It is available to members of the 
industry at a price of $8.25 per thou- 
sand copies, f.o.b. Chicago. The entire 
back cover, or the entire inside front 
cover, or both, can be imprinted with 
advertising material. The cost of im- 
printing is $2.00 per thousand, unless 
the advertising material is extensive. 
In that case, there may be a small 
extra charge for composition. Orders 
for any quantity can be placed through 
the Department of Public Relations 
and Trade of the Institute. 


NEWS OF THE RETAILERS 


C. C. Vickery will open meat market 
at 611 No. Main st., Evansville, Ind. 


Floyd Irvin will open new meat mar- 
ket in the Combs building, East Main 
st., Elma, Ia. 


LaVerne Bensinger and Emmett Rid- 
ley, Fennville, Mich., have purchased 
meat business from John Biller. 


Leo Herman will open meat market 
at 3176 No. 27th st., and Louis Schwal- 
bach will open meat business at 2394 
So. Lenox st., Milwaukee, Wis. 


Econ-O-Way Market has engaged in 
meat business at 6316 N. Lombard st., 
Portland, Ore. 


Atwood & Mills, Corvallis, Ore., have 
sold meat department to Charles 
Painter. 


Walberg & Patterson have added 
meat market to their grocery store at 
7001 24th ave., N. W., Seattle, Wash. 


Ideal Meat Market Co., Inc., 6914 
Wentworth ave., Chicago, IIl., has been 
incorporated by Edward Rasmus, Ralph 
Steiner and Anita Orphan. 


Kenneth Pardon is preparing to re- 
open meat market on Main st., Pontiac, 
Mich. 


J. E. Waddle, manager, Waddle’s, 33 
Green st., Xenia, O., has added new 
meat department. 


D. E. Countryman, Canova, S. D., 
who operated meat market from 1915 
to 1930, will reopen market in two 
weeks. 


Marion T. Fannaly, Inc., Ponchatoula, 
La., purchased two 54-ton refrigerating 
machines, 


AMONG NEW YORK RETAILERS 


Routine business occupied the atten- 
tion of the meeting of South Brooklyn 
Branch on April 7. Among subjects 
discussed were the Robinson-Patman 
bill and the New York state Livingston 
bill. Reports included one on the re- 
cent ladies’ night. A representative of 
a local newspaper was present and 








The opinions of specialists 
in the meat industry all 
agree on one point; namely, 
that the greatest need is for 
education: 


“Meat Retailing” 


By A. C. Schueren 





Is one step toward solving 
this problem. 


Better retailing means better 
customers. It will result in 
better wholesaling. 


You will enjoy reading a |} 
copy of “MEAT RETAIL- 
ING.” 


Price only $7.00 
plus postage 
For Sale by 


THE NATIONAL PROVISIONER 
407 8S. Dearborn St., Chicago, Ill. 
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spoke on localized advertising of retail 
shops. 

A testimonial dinner will be tendered 
to some of its officials by the Jamaica 
Branch at Hotel Regent, Jamaica, on 
April 19. 


Nathan Strauss, former head of 
Nathan Strauss, Inc., and organizer of 
the federal grand jurors of the Eastern 
district, died at his home, 401 Park 
Place, Brooklyn, on April 6. Nathan 
Strauss, Inc., a large chain of provision 
stores, which he founded, went into 
voluntary bankruptcy in 1931. He had 
been interested actively in philanthropic 
work for many years. He is survived 
by two brothers, a daughter and two 
sisters. 
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COURT O.K.’S TRADE PRACTICES 
(Continued from page 28.) 


improve conditions has an obvious limi- 
tation. The end does not justify illegal 
means. The endeavor to put a stop to 
illicit practices must not itself become 
illicit.” 


Publishing Prices Not Illegal 


Mere open announcement of prices 
and terms in advance of sales, in ac- 
cordance with the custom of the trade, 
was not illegal, the court declared. 
“The unreasonable restraints which 
defendants imposed . . . lay in steps 
taken to secure adherence, without de- 
viation, to prices and terms thus an- 
nounced.” 


While concurring with the district 
court in the view that purchasers as 
well as sellers should have access to 
statistical data on the trade, the Su- 
preme Court decided that buyers’ in- 
terests would be served by dissemina- 
tion of information on production, sales, 
deliveries, stocks on hand, on consign- 
ment or in transit, transportation and 
new business. 

The written code of ethics of the 
Sugar Institute and its stated and os- 
tensible purposes largely met the ap- 
proval of the court. Activities con- 
demned were supplemental restrictions 
on trade not reasonably necessary to 
stated purposes of the group. 


MISSISSIPPI CHAIN TAX 


A bill taxing chain stores in Missis- 
sippi has been passed by the state sen- 
ate. The measure would levy a tax 
of $6 each per year for two or three 
stores; $30 each for four to nine stores; 
$75 each for 10 to 14 stores; $137.50 
each for 15 to 19 stores. Still larger 
chains would be taxed $250 for each 
store exceeding 19. National corporate 
food chains have recently indicated they 
might become wholesalers or heads of 
voluntary groups if the present trend 
toward state taxes on chain stores 
continued. More than 20 states have 
passed laws taxing multi-unit retailing, 
usually specifying a graduated tax, ris- 
ing with number of stores. 


SELL BEEF BY TRAINLOAD 


Beef. sales in Safeway Stores jumped 
60 per cent under the impetus of con- 
certed merchandising effort during this 
Western food chain’s recent fourth an- 
nual beef campaign. The company’s 
2,162 markets sold 2,036,758 lbs. of beef 
during the week-long drive, an increase 
of 60 per cent over sales during the 
previous week. Beef sales per store 
during the week averaged 942 lbs. 

Advertising keyed to the campaign, 
beef displays in stores, special posters 
and suggestive selling by retail sales- 
men were all used effectively to boost 





HELPS TO SELL BEEF. 


sales from the level they ordinarily 
hold as an everyday food product. In 
spite of higher prices prevailing this 
year, a number of districts in which 
the chain operates reported that vol- 
ume increased more than 100 per cent 
over the previous week. 

Over 4,000 carcasses, making about 
157 carloads, or approximately four 
and one-half trainloads, were sold dur- 
ing the period. The chain has co- 





operated with cattle growers during 
other years in a beef campaign. fh 
1933 beef sales were increased by 67 
per cent and in 1934 by 43 per cent 
over the previous week by similar 
methods. 


MONTANA PACKER SUES OTHERS 


Suits charging violation of the Sher. 
man anti-trust act and unfair competi- 
tion under the Clayton act have been 
filed against Armour and Company and 
Swift & Co. and their subsidiaries by 
the Hansen Packing Co., Butte, Mont, 
The main suit is scheduled for trial in 
the federal court in New York, but an- 
cillary action was filed in Chicago to 
assure service of action on some sub- 
sidiary units. Each suit asks $1,000,000 
actual and $1,000,000 punitive damages, 
or a total of $2,000,000, which under 
the three-fold damage provision of the 
Clayton act would be increased to 
$6,000,000. The Hansen company 
charges unlawful competition in pur 
chasing, processing and marketing of 
livestock and attempts to eliminate 
competition by selling below cost of 
production. 


IMPROVED STEEL CONTAINERS 


Wilson & Bennett Mfg. Co., one of 
the leading manufacturers of steel 
pails, drums and barrels, with factories 
and offices in Chicago, Jersey City and 
New Orleans, announce the promotion 
of J. P. (Pat) Moran as Chicago 
sales manager, and Grant S. Smith as 
manager of their food container drums. 
John P. (Pat) Moran has been asso- 
ciated with the company for 9 years 
and is thoroughly experienced in the 
steel container business and the re- 
quirements of shippers. He will also 
assist in directing sales activities in 
some other territories. Grant S. Smith 
was formerly vice-president in charge 
of sales of the National Steel Barrel 
Co., Cleveland, Ohio. He has introduced 
the advantages of steel containers into 
many new fields and has been directly 
responsible for producing extraordinary 
sales increases for some companies 
adopting the steel package. 





SQUARE 
SAUSAGE 
SELLS 
BETTER! 





Distinctive appearance does the 
job! Easy to use. Stainless steel 
and tinned models—all electric- 
ally welded for strength! Will 
brand sausage with your name or 
mark, if desired. Send for prices! 


United Steel & Wire Co. 
856 Fonda Ave. 













CHRISTENSEN & McDONALD 
ARCHITECTS — ENGINEERS 
59 East Van Buren St. 


@ Specializing in Meat Packing Plants, Refrig- 
eration, Air Conditioning 
INDUSTRIAL AND CONSTRUCTION LOANS 


Chicago, Illinois 











Battle Creek, 








wee | HSMITH. BRUBAKER & EGAN 


ARCHITECT & ENGINEERS 
3ONo. LaSALLE ST. 


MB ie mew 


CHICAGO, ILLINOIS. 


SERVING 
T PACKING INDUSTRY 
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WHOLESALE DRESSED MEAT PRICES 


Wholesale prices of Western dressed meats quoted by the 
U. S. Bureau of Agricultural Economics at Chicago and 
Eastern markets on April 9, 1936: 


Fresh Beef: CHICAGO. 
STEERS (1): 
(300-500 Ibs. ) 


Choice.....- $13.50@15.00 

Good. ....+. 12.50@13.50 

Medium..... 11.50@12.50 

Common..... 10.50@11.50 
STEERS: 

(500-600 Ibs.) 

PRIMG.cccccs covcceccsce 

Choice.....- 14.00@15.00 

Good... .cccce 12.50@14.00 

Medium..... 11.50@12.50 

Common..... 10.50@11.50 
STEERS: 

(600-700 Ibs. ) 

PEIMRG.ccccce seaccesese 

Choice...... 14.00@15.50 

Geod. .ccccee 12.50@14.00 

Medium..... 11.50@12.50 
STEERS: 

(700 lbs. up) 

| Se ee ee 

Choice...... 14.00@15.50 

Geek. ccciccce 12.50@14.00 
COWS: 

GEOR cece: geccceceue 

Gae8. cciccee 10.50@11.50 

Medium..... 10.00@10.50 

Common..... 9.50@10.00 


Fresh Veal and Calf: 
VEAL (2): 


Choice...... 14.00@15.00 
Re 13.00@14.00 
Medium..... 11.00@13.00 
Common..... 10.00@11.00 


Fresh Lamb and Mutton: 
LAMB: 


(38 lbs. 
down) 
|. ae 18.00@19.00 
Sn 17.00@18.00 
Medium..... 16.00@17.00 
Common..... 15.00@16.00 
LAMB: (39-45 Ibs.) 
Choice...... 17.50@18.50 
a 16.50@17.50 
Medium..... 15.50@16.50 
Common.... 14.50@15.50 
LAMB: 
(46-55 Ibs.) 
Choice...... 16.00@17.00 
a 15.00@16.00 
MUTTON: 
(Ewe) (70 
Ibs. down) 
Gs venice 10.00@11.00 
Medium..... 9.00@10.00 
Common..... 8.00@ 9.00 
Fresh Pork Cuts: 
LOINS: 
8-10 lbs. 
iNisasas 19.50@21.00 
10-12 lbs 
ae 18.50@20.00 
12-15 Ibs 
re 18.00@19.00 
16-22 lbs 
a 16.50@17.50 
SHOULDERS: 
N. Y. Style; 
Skinned: 
8-12 Ibs. 
Brcccees 15.50@16.50 
PICNICS: 
6- 8 lbs. 
snernes. © seeeswssies 
BUTTS: 
Boston Style: 
4- 8 Ibs. 
Dewcccse 18.00@20.50 
SPARE RIBS: 


Half sheets. . 12.00@13.50 
TRIMMINGS: 
Regular..... 10.00@10.50 


(1) Includes heifer 450 pounds down at Chicago. 
(3) Includes sides at Boston and Philadelphia 


on” at New York and Chicago. 


BOSTON. 


14.50@15.50 
13.00@14.50 


11.50@12.50 
11.00@11.50 
10.50@11.00 


16.00@17.00 
15.00@16.00 
13.00@15.00 
11.00@13.00 


19.00@19.50 
18.00@19.00 
17.00@18.00 
16.50@17.00 
18.00@19.00 
17.00@18.00 
16.00@17.00 
15.50@16.00 


16.50@17.50 
15.50@16.50 


11.00@12.00 
10.00@11.00 
9.00@10.00 


21.00@22.00 
20.50@21.50 
19.00@20.00 


17.50@18.50 


Week ending April 11, 1936 


NEW YORE. 


$14.00@15.00 
13.00@14.00 
12.00@13.00 


14.00@15.00 
13.00@14.00 
12.00@13.00 


14.50@15.50 
13.00@14.50 
12.50@13.00 


14.50@15.50 
13.50@14.50 


11.00@12.00 
10.00@11.00 
9.50@10.00 


16.00@17.50 
14.50@16.00 
13.00@15.00 
11.00@13.00 


19.00@19.50 
18.00@19.00 
17.00@ 18.00 
15.00@17.00 
18.00@19.00 


17.00@18.00 
16.00@17.00 


17.50@18.00 
16.50@17.00 


11.00@12.00 
10.00@11.00 
9.00@10.00 


20.50@22.00 
20.00@21.50 
19.00@20.00 


17.00@18.00 


16.50@17.50 


PHILA. 


14.00@15.50 
13.00@14.50 
12.00@13.00 


14.50@15.50 
13.00@14.50 
12.00@13.00 


14.50@15.50 
13.00@14.50 


11.00@12.00 
10.00@11.00 
9.50@10.00 


16.00@17.00 
15.00@16.00 
13.00@15.00 
12.00@13.00 


18.00@18.50 
17.00@18.00 
16.50@17.00 


17.00@17.50 
16.50@17.00 
16.00@16.50 


15.50@16.00 
15.00@15.50 


10.00@11.00 
9.00@10.00 
8.00@ 9.00 


20.00@21.00 
19.00@20.00 
18.50@20.00 


17.00@18.00 


17.00@18.00 


(2) Includes ‘‘skins 












Are you sure that your 
boiler feedwater heaters 
are full-efficiency units? 
WORTHINGTON 
DEAERATING 


FEEDWATER 
HEATERS 





WILL HEAT FEEDWATER TO THE SAME 
TEMPERATURE AS THE HEATING STEAM 
... THIS IS FULL FUEL-SAVING EFFICIENCY 


Also...by removing free oxygen 
from the feedwater... they 
@ INCREASE BOILER EFFICIENCY 
@ REDUCE BOILER REPAIRS 
@ REDUCE BOILER CLEANING 


@ PROLONG LIFE OF BOTH 
BOILER AND PIPING 


ORTHINGTON Feedwater Heaters are built 

to meet individual plant requirements ... and 
experienced Worthington engineers are available 
to assist you with your feedwater problems. 


@ Literature on request 


WORTHINGTON PUMP AND MACHINERY CORPORATION 
General Offices: HARRISON, NEW JERSEY 
A*36265 Offices and Representatives throughout the World 


WOR STON 


LA LLedo £ 
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CLASSIFIED ADVERTISEMENTS 


Advertisements on this page, $3.00 an inch for each insertion. Position Wanted, special rate, $2.00 an inch 
for each insertion. Minimum Space 1 inch, not over 48 words, including signature or box number. 
No display. Remittance must be sent with order. 








Position Wanted 


Men Wanted 


Equipment For Sale 








Sewed Casings Foreman 


Casings foreman with many years’ 
practical experience desires to make con- 
nection with casing house. Can furnish 
high-class references. W-312, THE NA- 
TIONAL PROVISIONER, 300 Madison 
Ave., New York City. 


Beef Cooler Man 


Wanted, experienced beef cooler man. 
Must be good salesman and know how 
to operate beef department profitably. 
State experience and references. W-313, 
THE NATIONAL PROVISIONER, 407 S. 
Dearborn St., Chicago, Il. 





Packinghouse Man 

Connection wanted by young man with family 
living in Chicago. Age 30, 9 years’ packinghouse 
experience on payroll, personnel, operations and 
provision marketing. Employed now. Energetic 
and thorough worker. Good correspondent. Salary 
no object. Leave city. W-315, THE NATIONAL 
PROVISIONER, 407 S. Dearborn St., Chicago, Il. 





Experienced Sausage Foreman 


Wanted, position with live organization. 
Age 38. Life-time experience making all 
kinds of sausage and specialties. Quali- 
fied to take complete charge. Can fur- 
nish unquestionable references. Would 
like immediate connection. W-305, THE 
NATIONAL PROVISIONER, 407 S. Dear- 
born St., Chicago, Ill. 





Packinghouse Superintendent 


Position wanted by plant superintendent with 
years of medium and small plant operating experi- 
ence. Practical in all departments, beef or pork. 
Can handle labor efficiently, produce results with 
minimum labor and plant operating costs. Under- 
stand costs and yields. References. W-295, THE 
NATIONAL PROVISIONER, 407 S. Dearborn St., 
Chicago, Ill. 





Margarine Dept. Supt. 

Man with many years’ experience and 
first-class references and recommenda- 
tions wishes position as production man- 
ager or superintendent. W-224, THE 
NATIONAL PROVISIONER, 407 S. Dear- 
born St., Chicago, II. 





Sausage Foreman 


Position wanted by sausagemaker with 24 years’ 
successful practical experience in all details of 
manufacturing high-grade sausage, meat loaves 
and specialties. Operate with economy and secure 
results. Well qualified to carry responsibility. 
Past record substantiates capacity, judgment and 
ability. W-284, THE NATIONAL PROVISIONER, 
407 S. Dearborn St., Chicago, Ill. 





Used Machinery 
Closing out used machinery de- 
partment. Many bargains to offer, 
Send us your inquiries. Menges- 
Mange, Inc., 1515 N. Grand Blvd., 
St. Louis, Mo. 





Plants for Sale 








Established Packing Plant 


For sale or trade, packing plant, includ- 
ing six-room modern residence. Retail 
market, fully equipped sausage room, 2 
carload cooler, 2 new trucks, 5 acres 
under irrigation. Lots of cattle, lots of 
business. State inspection. Four men can 
run place nicely. Full price, $15,000, one- 
half cash. H. NEWMAN, Sequim, Wash. 


Abattoir 


For sale, modern equipped abattoir in 
northwestern Ohio, adjoining Union Stock 
Yards. Equipped with five electric cattle 
hoists and hog dehairing machine and 
hoist. Reasonable. For appointment 
write FS-311, THE NATIONAL PROVI- 
SIONER, 407 S. Dearborn St., Chicago, III. 


Wholesale Plant 


Will lease to responsible party, whole- 
sale meat and sausage manufacturing 
plant. Average 30,000 pounds of sausage 
weekly. Up-to-date equipment. Railroad 
siding. Ouner wants to retire. For fur- 
ther details write, FS-314, THE NA- 
TIONAL PROVISIONER, 407 S. Dearborn 
St., Chicago, Ill. 














Miscellaneous 








Corned Beef Brine Mixture 


Let me increase your corned beef trade 
by using Sattig’s celebrated sugar cured 
beef brine mixture. Three packages with 
$1.50 postpaid. Adam Sattig, 


90 Springside Ave., New Haven, Conn. 


directions, 





“Surplus” Ammonia Machines, Ete, 


50 ton Complete Ammonia Steam ‘‘hyside” 
25 pi sit Motor pn 
i5 “ “ ‘ 
5&10 “ “ Self Contained od “ 

% to 15 Horse “Curtis’’ Methyl “‘ " 
All ‘“‘Standard’’ Makes guaranteed in good work- 
ing order. Offered at half factory prices. Wire 
or write your needs. Born Refg. Co., Inc., 216 N, 
Wabash Ave., Chicago. 


Used Equipment for Sale 


3-4’x 9’ Lard Rolls, made iy A 
Nell and Mechanical Mfg. Co.; 2 No. 
Anderson Oil Expellers; 3 Bartlett & Gaels 
10’x 3’ Tankage Dryers, jacketed; 1 Hott- 
mann twin-screw Cutter and Mixer; 1 
36” 4-cage Disintegrator; 2 Ball & Jewell 
Rotary Cutters, No. 1 and No. size; 3 
Mechanical Mfg. Co., double-arm Mixers. 
Miscellaneous: Cooking Kettles, Render- 
ing Tanks, Digesters, Hammer Mills, 
Grinders, Dryers, Ice Machines, Hydraulic 
Presses, Filter Presses, Pumps, Boilers, 
etc. Have you any equipment for sale? 
Send us a list. 
CONSOLIDATED PRODUCTS CO., 
14-19 Park Row, New York, N. Y. 


Telephone: Barclay 7-0600. 


Shops and Warehouse: 331 Doremus Ave. 
Newark, N. J. 





INC. 





Packinghouse Equip. For Sale 


Included in ry Dg 9 — Lancaster 
Packing Company. All in good condition. 

1-No. 166 ‘‘Boss’’ Enterprise os Chopper com- 
plete with motor—$350.00. 

1-Hand Power Hydraulic Lard Press, 15 in. dia. 
x30 in, long —— container, 5 in. dia. ram with 
14 plates—$150.00. 

1-No. 7B Cleveland Kleen-Kut Lard 
complete with motor and starting switch. 

1-24 ton capacity Frick Ice Machine. 

Complete with vertical center crank steam en- 
gine, ammonia receiver, double pipe condensor, 
complete freezing unit, -200-lb. freezing cans, 
overhead ‘traveling crane, and American Marsb 
Brine Pump. 

For further details and for complete revised list 
of other packinghouse equipment for sale, write 


GEO. H. ALTEN 
Lancaster, Ohio. 


Chopper 


P. 0. Box 426 





Sausage Foreman 
Experienced 
Chicago 


sausage foreman located in 
wants connection with reliable 
packer. I can make profits for you. Let 
me prove my ability. Age, 41. W-293, 
THE NATIONAL PROVISIONER, 407 S. 
Dearborn St., Chicago, III. 














Have you ordered the 
MULTIPLE BINDER for your 1936 copies of 
THE NATIONAL PROVISIONER 





























Partridge 





Cincinnati, Ohio 


PORK PRODUCTS—SINCE 1876 
The H. H. MEYER PACKING CO. 








U. 8. GOVERNMENT INSPECTION 


Arbogast & Bastian Company 


MEAT PACKERS and PROVISION DEALERS 
WHOLESALE SLAUGHTERERS OF 


CATTLE, HOGS, SHEEP AND CALVES 


ALLENTOWN, PA. 
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TRY OUR Original ; 
WEST VIRGINIA HAM. 


Cooked...Smoked..Ready-to-Serve. 
It adds prestige to your business! 


8 
HYGRADE FOOD PRODUCTS 


Corporation 
30 Church Street New York City 





Sealed in Silver 




















Philadelphia Scrapple a Specialty 






















































YSN Hams 
* 
fay John J. Felin & Co., Inc. | t= 
4142-60 Germantown Ave., Philadelphia, Pa. ialsititinets 
New York Branch: 407-409 West 13th Street 
mM NATURE AND C. A. Durr Packing Co., Inc. 
HUMAN SKILL Utica, N. Y. 
, ‘ Manufacturers of 
combine to give 
Superb Quality 
D\. | in these imported i 
JAMPOL BRAN canned Hams. et ~— 
Try a Case Today % Uy) 
(on ©] @) 4 =3 0) aru HAMS ZS A LARD 
|A M p O L, BACON DAISIES 
FRANKFURTS SAUSAGES 
11 E. 16th ST., NEW YORK,N. ¢ QUALITY PorkProducts That SATISFY 
Wilmington Provision Company ALHD- Liberty 
TOWER BRAND MEATS 
Slaughterers of Cattle, Hogs, Bell Brand 
Lambs and Calves Hams—Bacon—Sausages—Lard—Scrapple 


F. G. VOGT & SONS, INC.— PHILADELPHIA, PA. 














U. 8. GOVERNMENT INSPECTION 
WILMINGTON DELAWARE 
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QUALITY 


BEEF « BACON SSKA VEAL - PORK 
SAUSAGE » LAMB SHORTENING - HAM 


The WM. Se J. KURDLE co. == 


Main Office 
New York, N.Y e Washington, D. C e BALTIMORE, e Ric Jabaateb ate! Va e 
24 Stone Street 908-14 G St., N. W. 3800 E. BALTIMORE ST. & Marsh. 1 Sts. 3 
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Adler Company, 
Allbright-Nell Co., The 
Aluminum Cooking Utensil Co 
American Can Co 

American Soya Products Corp 
Ampol, Inc, 

Anderson, V. 
Angostura-Wuppermann Corp. 
Arbogast & Bastian Company 
Armour and Company 


Baker Ice Machine Co., Inc 
Bemis Bro. Bag Co 

Best & Donovan 

Bloom, 8S. C. & Co 

Brady, McGillivray & Mulloy 
Brand Pros., I 

Brecht Corporation, The 
Brown Corp. 

Burnette, C. 


Cahn, Fred C 

Callahan, A. P. 

Calvert Machine Co 

Carrier Engineering Corp 

Case’s Pork Pack 

Celotex Corporation 

Century Electric Co 

Chevrolet Motor Co 

Chicopee Sales Corp 

Chili Products Corporation, Ltd... 
Christensen & McDonald 
Cincinnati Butchers’ Supply Corp.... 
Circle E Provision Co 

Columbus Packing Co., The 
Continental Can Co 


Daniels Mfg. Co 

Dexter Folder Company 
Diamond Crystal Salt Co 
Diamond Iron W 

Dold, Jacob, Packing Co 
Dry-Zero Corporation 

Du Pont Cellophane Co 
Durr, C. A., Packing Co., Inc 


Early & Moor, Inc 
Everhot Mfg. C 


Fairbanks, Morse & 

Felin, John J., & Co., Inc 

Firestone Tire & Rubber Co......... 
Forbes, Jas. H. Tea & Coffee Co 


French Oil Mill Machinery Co. 
rick Company, Inc 


General Electric Company 

General Motors Truck Co 

General Tire = Rubber Co 

Globe Co., Th 

Goodyear Tire & Rubber Co 

Griffith Laboratories 

Gruendler Crusher & Pulverizer Co... 
Gustafson & Scott Mfg. Co.......... 


Halsted, E. S. & Co., Inc 

Ham Boiler Corporation 

Heekin Can Co., 

Hormel, Geo. A. 

Hunter Packing Company ae 
Hygrade Food Products Catneaeiion. ‘ 


Independent Casing Co 
Industrial Chemical Sales Co., = 
Insulite Company 

International Harvester Co 
International Salt Co 


Jackle, Geo. H 

Jamison Cold Storage Door Co 
Johns-Manville Corp. 

Jourdan Process Cooker Co 


Kahn’s Sons Co., B 

Kalamazoo Vegetable Parchment Co.. 
Kennett-Murray & Co 

Keystone Transfer Co 

Kingan & Co 

Krey Packing Co 
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Legg, A. C. Packing Co., Inc 
Levi, Berth. & Co 
Levi, Harry & Co 
Provision Co 
elt Co. 
Live "Stock National Bank 
Luce Mfg. Co 


McDonald Co., Bruce 
McMurray, L. H 

Manaster Harry & Bro 
Massachusetts Genpartinns Co. 

May Casing Co 

Mayer, H. J. 

Meyer, H. H. 

Midland Paint & Varnish Co 
Mitts & Merrill 

Mongolia Importing Co., Inc 
Morrell & Co., John 

Moto Meter Gauge & Equip. Corp.. 


O’Lena Knitting Mills, Inc... 
Omaha Packing Co 
Oppenheimer Casing Co 


Patent Casing Co 

Paterson Parchment Paper Co 
Peters Machinery Co 

Pomona Pump Co 

Powers Regulator Co 

Pressed Steel Tank Co 


Rath Packing Co., 

Reo Motor Car 

Republic Steel Corp 
Rhinelander i. Co 
Rogers, F. 

Rosenthal, Ben i. & Co 


Salzman Casings Corp 

Sander Mfg. Co 

Schluderberg, Wm.-T. J. Kurdle Co. 
Fellerman 
Sedberry, J. Py 

Seelbach, K. C. Co., Inc.. 
Self-Locking Carton Co.. 
Shellabarger Grain Products Co... 
Simonds Worden White C 

Smith, Brubaker & Egan 

Smith’s Sons Co., John E.. 

Sokol & C 

Sparks, H. L."& C 

Specialty wentnsbarere Sales »- 
Sprague-Sells C wa 


Staley Sales Corporation. i 

Standard Oil Co. er 

Standard Pressed Steel Co 

Stange, Wm. Co 
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Stokes & Dalton, Ltd 
Studebaker Corp. 
Sunfirst 

Superior Packing Co. 
Sutherland Paper Co. 
Swift & Company 
Sylvania Industrial Corp 


Taylor Instrument Companies 
Theurer-Norton Provision Co........ 
Theurer Wagon Works, Inc 
Transparent Package Co 

Trenton Mills, Inc 


Union Steel Products Co 
United Cork Companies 

United Dressed Beef Co 
United Steel & Wire Co 


Valatie Mills Corp.. 
Vilter Mfg. Co 
Visking Corp. 
Vogt, F. G. & Sons, Inc 


W-W Grinder Corp 

West Carrollton Parchment Co 
Weston Trucking & F 

Williams Patent choabar & Paice. Co.. 
Wilmington Provision C 

Wilson & Bennett Mfg. Co 

Wilson Cc 

Worcester Salt Co 

Worcester Tram Rail Co 
Worthington Pump & Mchy. Corp.... 
Wynantskill Mfg. Co 


Yale & Towne Mfg. Co 
York Ice Machinery Corp 
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*Regular Advertisers bay ap at various intervals. 
While every precaution is taken to insure accuracy, we cannot guarantee against the possibility 
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CARLOE SHIPPERS 











THE E.. KAHN’SSONS Co. 
CINCINNATI, 0. A e@)-i i= L 


“AMERICAN BEAUTY” GOOD FOOD 


HAMS and BACON 
Straight and Mixed Cars of Beef, Main Office and Packing Plant 


Veal, Lamb and Provisions Austin, Minnesota 


Represented by 


Pty? YORE ee WASHINGTON BOSTON 


L. Woodruff W. C. Ford B, L. Wright P. G. Gray Ce. 
no W, 14th St. 38 N. Delaware Av. 681 Penn.Av.,N.W. 148 State St. 























Hunter Packing Company 


East St. Louis, Illinois 
Straight and Mixed Cars St. Loui 
of Beef and Provisions Shippers of Straight and Mixed Cars 


NEW YORK OFFICE Pork — Beef — Sausage — Provisions 


410 W. 14th Street HAMS and BACON 
“Deliciously Mild” 





New York Office — 259 W. 14th St. 
REPRESENTATIVES: REPRESENT ATIVES 
ashington,D.C. 


Wm. G. Joyce, Boston 
Murphy & Decker, Boston, Ma 
F. C. Rogers, Philadelphia M. Weinstein Co., Philadeiphia. ie, H. D. Amiss{ Raitimere Md. 


The COLUMBUS PACKING COMPANY R vite 
COLUMBUS, OHIO 
Shippers of Straight and Mixed Cars jrom the land O’Corn 


HAMS AND BACON ~waeuuuuuw pprrrpeprrr?r 


PORK, BEEF AND BLACK HAWK HAMS AND BACON 


PROVISIONS PORK - BEEF - VEAL - LAMB 
. Straight and Mixed Cars of Packing House Products 


New York Office: 410 West 14th Street THE RATH PACKINGCO., wWatERLOO, lowAe 


NIAGARA BRAND 
ot HAMS & BACON | 
SHIPPERS OF STRAIGHT AND MIXED CARS OF 
&) BEEF=- PORK = SAUSAGE = PROVISIONS 





















































BUFFALO — OMAHA — WICHITA 




















Week ending April 11, 1936 














UNITED DRESSED BEEF COMPANY | 
J. J. HARRINGTON & COMPANY 


City Dressed Beef, Lamb and Veal, Poultry 





Oleo Oils 
Stearine 
Tallows 


Pulled Wool 
Pickled Skins 
Packer Hides 


Calf Skins 
Horns 
Cattle Switches 





43rd & 44th Streets 
First Ave. and East River 


Selected Beef and Sheep Casings 
NEW YORK CITY 





Telephone 
Murray Hill 4—2900 














‘“‘The Skins You Love to Stuff”’ 


Early & Moor, Inc. 
SAUSAGE CASINGS 


Exporters 139 Blackstone St. 
Importers Boston, Mass. 








Phone Gramercy 5-3665 


Schweisheimer & Fellerman 
Importers and Exporters of 
SAUSAGE CASINGS 


Selected H d Sh Casi Special 
Ave. aon 20th St. = ” iow Vouk, N. Y. 











——] 











Harry Levi & Company, Ine. 
Importers and Exporters of 
Sausage Casings 


625 Greenwich Street 723 West Lake Street 
NEW YORK, N. Y. CHICAGO, ILL. 











Selected 
Sausage Casings 


Attention 


For YOUR Pork Sausage Use 
OUR Graded SHEEP CASINGS 





























MAY CASING COMPANY, INC. 


FORMERLY M. J. SALZMAN CO., INC. 


619 West 24th Place, Chicago, III. 





TO SELL YOUR PRODUCTS 
in Great Britain— 
a 


communicate with 


STOKES & DALTON, LTD. 
Leeds, 9 ENGLAND 











THE CUDAHY PACKING CO. 


Importers and Exporters of 


Selected Sausage Casings 
221 North La Salle Street Chicago, U.S. A. 














i > fo fo to fo to to, fo to fo a 


‘4 
a 
IMPORTERS aed EXPORTERS 


< 


BOSTON. MASS. 
78-80 North St. fi 








Superior Packing Co. 


Price Quality Service 











Chicago St. Paul 








DRESSED BEEF 


BONELESS BEEF and VEAL 
Carlots Barrel Lots 











The National Provisioner 








MEANS 
PROFIT 


ANCO HARRINGTON MEASURING FILLERS 


are the sign of accurate package filling in dozens of plants 
today. The fact that ANCO Measuring Fillers not only 
measure accurately but also continuously and speedily fill 
has caused them to win a high place in the estimation of 
their operator. 


It makes no difference whether I-lb. cartons or 65-lb. = itil — 
tierces are to be filled, the ANCO Fillers will efficiently wTHE ALLE net 
take the function of weighing out of the operator's hands ry | Be ‘ 
and place it on the basis of speedy and accurate mechan- ob =. ae ie 
ical perfection. Many lard and compound manufacturers Lee ys — B 
throughout the world have standardized on ANCO Fillers. mV. SS ee ij 
Repeat orders from these concerns are induced by the in- iin | = a 
creased profits realized from their efficient operation. The 
small margin of profit on lard and compound demands that 
these products be handled with no over-weight losses and 
short-weight complaints. 


Ask our Sales Engineers to assist you in the selection of the 
best size and arrangement for your particular requirements. 


THE ALLBRIGHT-NELL CO. fiininates OVERWEIGHT LOSSES 


Eastern Office: 5323 S, Western Boulevard, Western Ofice: AND 


117 Liberty Street 


New York, N. Y. Chicago, IIL Sen Francisco, Calif. UNDERWEIGHT COMPLAINTS 











| Circe U BRAND 
DRY SAUSAGE has 
dedthe tut db piits 


W. all warm to the sight of an 
old friend. Through the years we have 
discovered in him all those qualities 
that we like the best. To us, he is a sym- 
bol of those qualities . . .We think that this 
is also true of our Circle U Brand Dry 
Sausage. It, too, has stood time’s test. Its 
friends have come to value its fine qual- 
ities . . . not in a few weeks or months 


... but during more than fifty years. 


OMAHA PACKING COMPANY 
CHICAGO 


— 


7 P In our complete line of Circle U Brand Dry Sausage there 
| " Wet ff meme is a type for every taste... a kind for every nationality. 
llay b. UGYe. But, whatever the variety, fine quality meats and spices will 

C E RV E LAT - be found in every product that carries the Circle U Brand. 


Buy the Piece 


* — ° 
SM Here are the varieties shown on this page... 
and 


1. Holsteiner, 2.Cervelat, 3.Goteborg, 4. Thur- 
inger, 5. Salami, 6. Farmer, 7. Display Cervelat, 
8.Capicolli, 9.Genoa Salami, 10.Cooked Salami, 
11. Cooked Salami in artificial casing, 12. Italian 
style Butts, 13. Peperoni. 


For Lunches Parties 























